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Most-Demonstrated 
Set of the Season 


Here is so much of a radio advance that it 
seems to put final highest development into 
view. Thorola Islodyne now brings radio 
= @\\s safe from being surpassed. 

a ie : Only the Thorola Islodyne principle of Jso- 
| | lated Power makes it all possible. Based on 
Thorola Low-Loss Doughnut Coils, Islodyne 
action literally isolates the radio impulses— 
keeps them from interfering—from weaken- 
ing—keeps unwanted stations out. 

Sharpest selectivity is certain. Tone is un- 
believably pure. Superabundant volume is 
available at extreme distances because power, 
instead of being damped, is fully behind the 
one chosen station only. 

These amazing results are the regular per- 
formance of Thorola Islodyne. Excellence is 
uniform in all Thorola sets, and throughout 
the range of reception. Radio parties proceed 
as scheduled. Stations come in as logged— 
words and music as broadcast! 

It is the latest proof of Thorola eminence, 




































Illustrated: 5-tube Thorola 
Islodyne in Burled Walnut 


with Circassian . 100 


OP ccvcetesess 
oa 385 first established by the matchless tonal ac- 
vs gcncralaeaapaais curacy of Thorola Loud Speakers. It is 


establishing records for hundreds of Thorola 
dealers, as che most-demonstrated set of the 
season. The whole Thorola line speeds along 
with sensational Thorola Islodyne sales. 


REICHMANN COMPANY, CHICAGO 


Console Model .. $225 


S5-Tube Thorola Islodyne in 
smart Thorocco 
DE «s¢«#¢es* 


Thorola 4 Thorola Jr. 
Speaker Speaker Yo 
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Islodyne action is based on ir ey 
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Thorola Low-Loss Dough- 
nut Coils. They bring many 4 
Thorola advantages to other 











receivers fe 
Set of 3 « P ' 
Coils. 212 Coit $4 ae 


Thorola Low-Loss Straight 
Line Frequency Condensers 
can also be bought separately 


$550 and $6 


Thorola Golden Audio Re- 
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it is advertising your store. A 
new equipment of spoons, forks 
and knives on the hostess’ table 
causes favorable comment by the 
gcuests. Word-of-mouth adver- 
tising in many respects 1s the best 
kind of advertising. 


Remember that more women 
than ever before are thinking 
about. silverware. They are 
coming to appreciate quality and 
to recognize the desirability of 


1847 ROGERS BROS. 


If the Silverware on the 
Table Is from Your Store 


having all their silverware in the 
same pattern. 

Let the people of your town 
know that they can equip their 
tables from your store; that you 
handle 1847 Rogers Bros. Silver- 
plate. 

for display and _ advertising 
helps, ask your jobber or write 
Sales Promotion Department, 
International Silver Co., Meri- 


den, Conn. 









Pe ay sage ip 
The Utility Tray, both silver rack 
and serving tray, is a convenient way 
to purchase 1847 Rogers Bros. Sil- 
verplate. It contains the “silverware 
essentials’’—6 dinner knives, 6° din- 
ner forks, 6 table spoons, 6 tea 
spoons, 1 butter knife and 1 sugar 
shell. 


Etiquette, Entertaining and Good 
Sense, a booklet full of suggestions 
for successful entertaining, is free. 
Write for booklet H. A., Interna- 
tional Silver Company, Dept. E, 


Meriden, Conn. 








Saresrooms: New Yorx, CuicaGo, San Francisco. Canapa: INTERNATIONAL Sitver Company or Canaba, Limitep, Hamitton, ONTARIO 
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There are two tools of particular 
merit that should be in every car- 
penter’s tool chest — V. & B. 
Vanadium Hammers and V. & B. 
Unbreakable Planes! 


V.& B. Vanadium Hammers are 
made from V. & B. formula 
vanadium steel and handled with 
the finest hickory. They are 
octagon necked and round faced, 
with a firm gripping, special non- 
slip claw. 


V.& B. Unbreakable Planes won’t 
snap when dropped. They are 
drop forged—not cast—from a 
solid bar of V. & B. Supersteel, fur- 
nished with all vanadium steel 
blades, which can be sharpened 
all the way to the slot. 


Here are two tools that every car- 
penter wants. They are profit 
makers in the quality class. 


VAUGHAN & BUSHNELL 
MAN UFACTURING COMPANY 


(nNakers of Fine Toots 
2ii4 Carroll Ave.» ~~ Chicago, lil. U.S.A. 
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STANLEY HINGES 


are packed in pairs in 
boxes with the right 
screws 1n each box 


That saves you and your customers time, 
makes hinges more convenient to handle 


and easier to sell. 
STRAP HINGES 


“<T” HINGES 




















ey yf f 2 . i 
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| STANLEY | ee THE STANLEY WORKS, New Britain, Conn. 
SW, NEW YORK CHICAGO 


SAN FRANCISCO LOS ANGELES SEATTLE 
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SILVER 
det SAWS 4 
Che Four Hundred for Christmas 


The Best Gift For The 
Man Who Uses A Saw 


If you are a hardware merchant and 
want the best saw for particular me- 
chanics for the Christmas trade, you 
can sell the Four Hundred and 
guarantee it as 


THE FINEST ON EARTH 


Here is a saw that is made of 
the finest steel the great Atkins 
laboratories can _ prescribe— 
genuine “Silver Steel,” 
Atkins exclusive formula. 

















PERE Kn, 






THE FINEST QUALITY 
AND EXPERT WORKMANSHIP 


This saw is two-way taper ground by Atkins pat- 

ented process to make it cut easier and faster than 
any other saw. It is given a mirror polish. Equipped 
with Solid Rosewood Handle, piano finish. Improved 
Perfection pattern —prevents wrist strain; attached to 
blade with nickel screws and a medallion, supplied in regular 
width, skew or straight back, also in Narrow Ship Point. If 

you want the finest saw that money and skill can produce, for high 
class mechanics, who pride themselves on using the very best, make 

your next order read Atkins Four Hundred Saws. Place order at once 
for holiday trade. 





















Special Christmas Counter Display and Window Trim 


We will be glad to send you special counter and Christmas Window Trim featuring Atkins Four 
Hundred Saws with the Improved Perfection Handle. Address Department D, Indianapolis. 


E. C. ATKINS & COMPANY 


ESTABLISHED 1857 The Silver Steel Saw People 








Machine Knife Factory: Home Office and Factory: Canadian Factory: 
Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 
Atlanta Minneapolis Portland 
Chicago New Orleans San Francisco 
Memphis New York Seattle 
Paris, France Vancouver, B. C. 
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The Maydole Nail Hammer 
easily outdrives and outpulls 
the ordinary hammer. The 
head is press-forged of finest 
tool steel, head and claws 
tempered separately. The 
handle is of clear, second- 
growth hickory, air-dried for 
years. It is put on to stay. 






Maydole 


“D. Maydole” stamped on a hammer head means 
more to a tool user than a hundred words of praise. 
Even the novice appreciates the superb “hang” and 
superior quality of materials and workmanship of 
the Maydole. | 
To recommend Maydole Hammers is to give your 
customers a powerful and lasting impression of 
the quality of your goods. 
If your stock of Maydole Hammers is not com- 
plete get in touch with your jobber and write us 
for Catalog 23 “C.” Sy Aa 
remarkable ‘‘hang’’ and un- 


usual strength as the nail 
hammer. Head is of press- 


THE DAVID MAYDOLE HAMMER CoO. forged tool steel. ‘toner 


Handle is of sound, second- 


N Or W i Cc h N ew » or k growth, time-seasoned hickory. 
8669 


Maydole Hammers / fe 
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HERE’S A THOUGHT 


An interesting dialogue. 


Mr. Purchasing Agent, Atlantic Iron Co. (a prospective customer ). 


Time: December 24th, 1925. 
(Looking at Little Giant pipe wrench presented to him by Jones Hdwe. Co.) 
“Well, this is my, first Chris as gift this year. Bet it will be the 
handiegt,-toe.’. Can't: magne why they sent it to nre though; we 
hardif N77 buy, os | ar ae ia , 


he: January 2hd/ 1926. \4 
(To Assistant P. A.) “Say, Fred, “next time the 
ba he from Jones Hdwe. is in bring him 
over. Understand they’re quite a con- 
cern. Know how to do things right. 
Guess we'll have to give them 
something next time.”’ 

















This 8” QWWle Giant 
pipe wrench packed in 

this attractive Christmas car- 

ton will make a great many friends 








for hardware dealers this December. 
Thousands have been bought by dealers 
who are pees to give “JX worth while 


this year. f nae 
\ / | 
_ \ « 






4 \ ) 
This time is sho yay Cate yan Fa) for a few 
dozen for distributio a fc Ney ft yideer’ /cus mers and 
prospects. We will se it that the wrelches arrive in timte4and we 
know you will be interested in the special price we are making on this gift 





wrench. 


Hardware salesmen: Those questions you asked of the GYM Ques 
tion Box will be answered as far as space will allow in the December 17th 


issue, 








GREENFIELD : TAP AND DIE 


CORPORATION 


GREENFIELD, MASSACHUSETTS 
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The Village 
Smith 


T’S a far cry from the village 

blacksmith of Longfellow’s 
time to the seasoned expert tool- 
makers of Quikwerk Shops. 


But the same steadfast qualities + 
of honest material and pride of 3 
workmanship found in that old 
smith’s products are inherent in Es 
Quikwerk Tools today. 4 


Write for catalog. 








The Warren Tool & Forge Co. 
240 Griswold St., Warren, O. 


Picks Mattocks Sledges 
Hammers Bars Chisels 

Hoes Wedges 
Tongs 
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(Chrome -Molybdenum Stee!) 
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provides— 


Lighter Weight 
Gererous Length 
Narrower Jaws 

Greater Strength 
Thinner Heads 
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“The ‘Superrench’ Is More Than Great— 
Maximum Strength with Minimum VW eight.”’ 


THEY SELL THEMSELVES — Chrome-Molyb- 
denum Steel, the strongest, toughest and most desirable 
material for the purpose ever produced goes into the 


making of THE “SUPERRENCH” — the ultimate in 


wrench manufacture. 


Mounted on attractive ‘Silent Salesman” Display Boards, with 


All are guaranteed 
against breakage 





Furnished in Nickel- Williams’ prestige behind them THE “SUPERRENCHES” 
‘Finish with heads buffed sell themselves. You take no chances in stocking this line—you 
bright. miss a chance if you don’t. Ask for literature. 


J. H. WILLIAMS & CO. 


“The Wrench People” . 
New York BUFFALO Chicago 


’ Yi DROP- FORGED N, ’ 


“SUPERRENCH” 


(Chrome Molybdenum) 


WRENCHES 






Ceneral 
Service 
Pattern 








Engineers’ 
Pattern 
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= How Will You Say 


ferry Christmas 
z To Your Employees ? 


BiB Bate BSE: 
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a Give Christmas Gifts that are useful. Here is a sug- 
a gestion for a gift that is not only useful to the recip- 
Sse ient, but to you, the donor, as well. 


Present your salesmen with a year’s subscription to 
7 : 

XE Hardware Age. 52 issues of Hardware Age that will 
help them sell more hardware—and 12 issues of the 


eee ete Lees 


WE 

Ke : ve pet Sg * 
Dd new supplement Electrical Goods which will do the 
Re: same for electrical appliances—will be mailed to the 
* homes of your employees at a special rate of only 
iu | me # ' ' 1 7 

<i $1.50—equivalent to the small sum of less than 3 


cents per weekly issue, tor each subscription. 
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“4 Hardware Age a 
239 West 39th Street | Dy 
New York City, N. Y. ts 
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* Screen Doors and Window Screens 


are Worth More 


A Better Product 


LUMBER: Highest grades purchased, thor- oped in our own Plants. All CONTI 
oughly seasoned, kiln dried where neces- NENTAL Doors have mortised and ten 
sary; carefully sorted, all imperfections oned construction. and the wire cloth is 
eliminated. pressed into the groove under the mould 

WIRE CLOTH: Only highest grades pur- ing in such a way as to securely fasten 
chased from largest and best makers— each strand of wire cloth, giving a secur 
never buy “job lots.” ity of 96 to 1, as against ordinary tacked 

VARNISH: Better and more expensive grade on wire cloth. 

sed. Could buy varnish at hz 1e price 
ne sae "Teste show prdettyeontie ert por CONTINENTAL Doors cost more because 
not stand up‘ under conditions of actual they are caretully inspected and: many 


use. doors, screens and parts are discarded 
CONSTRUCTION: Latest and best machin which could be used, if we were satisfie 
ery used, most of which has been devel with less than the best quality 


The reputation of the Continental Screen Company has not only been built 
on the QUALITY of its screen doors and window screens, but on the 
SERVICE with which it backs up this quality 


Items of CONTINENTAL SERVICE, most of (4) CONTINENTAL DISTRIBUTION CAR SER 
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Selling a known. established. quality line—a line backed by more than a quarter of} 


a century of service to the hardware jobber and dealer, makes sales easier and gives 
the dealer confidence in the jobber who sells him these goods. 


CONTINENTAL SCREEN CO., Detroit, Mich. 
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Superior Service 
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The Pipe Wrench 


that wins approval 
on every pont — 


The Morco Pipe Wrench, throughout, is a sturdy well-bal- 
anced tool. It is ruggedly constructed of finest steel, with 
extra strength where the strain comes. Its oil hardened 
teeth grip with a positive hold—no slipping or gouging. It 
is made for long hard service. 


MOORE DROP FORGING CO. 
Springfield, Mass., U.S.A. 


New York Office Chicavo Office London Office Paris Office - 
74-76 Murray St. 34 N. Clinton St. 27-28 Anning St., E. C. 18 Rue Corbeau 
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HARDWARE COMPANY 





Reg. U. S. Pat Off. 
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MJ: 
Nos. 07, 08 and 08% 
SEMI-HOCKEY 








After 71 -Years 
Still in the Lead 
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Nos. 524%, 424% and 724 
CLAMP HOCKEY 





Oy, y 
LE 4 


Nos. 5624, 562414, 5724% and 5824 
HALF CLAMP ROCKER RUNNER 


ALSO TUBULAR OUTFITS 
WITH HIGH GRADE 
GOODYEAR WELT SHOES 


3 
HARDWARE COMPANY 


J 





Reg. U. S. Pat. Off. 


TORRINGTON, CONN,., U. S. A. 
NEW YORK OFFICE - 151 CHAMBERS STREET 


Established 1854 Incorporated 1864 
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THE MANUFACTURERS 
COOPERATIVE 
CATALOG 
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239 West 39th St. 
NEW YORK CITy 
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These Year ’round Sellers 
Are Fast Sellers at 


CHRISTMAS TIME 


‘“Velchek”’ Tool Kits are all the year 
‘round sellers but in their handsome Hol- 
iday wrappers sales are given added im- 
petus. They are welcome, practical gifts 
for any man, Autoist, Mechanic, Farmer 
or Home Mechanic and the name 
““Velchek” on the kit adds value to the 
gift. 

For your Christmas Trade Display these 
‘“Velchek”’ Tool Kits: 


No. 900 Mechanician Kit 
No. 902 Motorists’ Kit 

No. 903 Garage Kit 

No. 908 Taxi Kit 

No. 909 Little Roadster Kit 








THE 
VLCHEK 
“LITTLE Write or wire your jobber for a number of 
ROADSTER” these kits wrapped in fancy holiday paper. 
sand This you can remove after the holidays, put- 


ting the kits into regular stock—if, indeed, 
you have any kits left. 


THE VLCHEK TOOL COMPANY 
3000 East 87th St. 
CLEVELAND, OHIO 





EASY TO SAY VELCHEK 
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MADE BY THE WORLD'S LARGEST PRODUCERS OF TOOL K/TS 
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Golden Glow Heaters 














New Process “Golden Glow” Heaters are handsome, durable 
and efficient. The fireplace types are made in three sizes: 
4-,5-and 6-elements, and may be had in brass or copper finish 
with artistic dull-nickel trimmings. The fender is made of 
polished cast aluminum. It is removable, a very desirable 
feature when cleaning or replacing elements. All New 
Process “Golden Glow” Heaters are equipped with the 
famous “Golden Glow” burner and giant heat-elements. 








QUICK COMFORT 


(BERWQERS 


Quick Comfort “Golden Glow” Heaters have the same 
high quality for which Quick Meal Gas Ranges have been 
noted for more than a generation. They are made in both 
portable and fireplace types. The portable types are made 
in three sizes: 4-,5- and 6-elements. They have black Japan, 
satin finish, with artistically designed nickel trimmings. All 
Quick Comfort “Golden Glow” Heaters are equipped with 
the famous “Golden Glow” burner and giant heat-elements. 
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DANGLER 





Dangler “Golden Glow” Heaters are made in both portable 


and fireplace types. The portable type is built for dura- 
bility as well as appearance. The frame is of heavy band- 
iron construction finished in black, the hearth-plate of 
polished sheet aluminum. The top-front strip is finished 
in a black enamel which will not burn off. All Dangler 
“Golden Glow” Heaters are equipped with the famous 
“Golden Glow” burner and giant heat-elements. 
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RELIABLE 


[Golden-Glow} 


Reliable “Golden Glow” Heaters are simply yet beautifully 
designed. They are easy to keep clean—easy to adjust. 
Burner grids and elements can be quickly replaced. The 
fireplace type shown aboveis made in three sizes: 4-,5- and 
6-elements. They are beautifully designed and finished in 
brass and black. All Reliable “Golden Glow” Heaters are 
equipped with the famous “Golden Glow” burner and 
giant heat-elements. 
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TS a growing popularity of “Golden Glow” Gas Heaters is due, 
rimarily, to the unequalled efficiency of the “Golden Glow” burner 
and the “Golden Glow” giant heat-elements. 


The “Golden Glow” burner is revolution- 
ary in design and construction. Its super- 
efficiency has been proved by laboratory 
tests and by actual usage in thousands of 
homes. 


The ‘Golden Glow” burner mixes the gas 
and air at one point, insuring uniform flame 
and perfect combustion. Also, the design 
eliminates the tendency to draw lint and 
dust onto the surfaces of the grids which, in 
time, seriously obstructs the flow of gas. 


The burner-top is divided into sections, 
each section fitted with a separate grid for 
each element. The grids are non-corrosive 
and last indefinitely. 


Both the air-shutter and cock are easily 
adjustable, making it a simple task to regu- 
late for varying gas pressures. 


The giant heat-elements provide a greater 
luminous surface than is obtainable from 


any other make of heater. They are 3 inches 
wide, have parallel,closed sides and straight, 
recessed backs which form dead air space, 
dispensing with the necessity for heavy, 


breakable, fire-brick backing. 


Within the elements are a large number of 
radiating points which insure even distribu- 
tion of flame and heat. In operation, the 
entire surface of each element is brilliantly 


heated. 


If you haven’t had the opportunity to test 
out, personally, one of these new ‘Golden 
Glow” Heaters we suggest that you send for 
a sample immediately. You will be both 
pleased and surprised at their unequalled 
efficiency, their beauty and sturdiness, and 
their reasonable price. 


We firmly believe that good display and 
demonstration of ‘“Golden Glow” Heaters 
will enable you to sell more of them than 
you ever have sold of any other make. 





Showing Burner, Mixing Chamber and Valve 





GOLDEN-GLOW GAS HEATERS ARE MANUFACTURED BY THE FOLLOWING DIVISIONS OF 


AMERICAN STOVE COMPANY, St. Louis, Mo. 
Largest Makers of Gas Ranges in the World 


DANGLER STOVE CO. DIV., Cleveland, O. 
RELIABLE STOVE CoO. DIV., Cleveland, O. 


QUICK MEAL STOVE CoO. DIV., St. Louis, Mo. 


NEW PROCESS STOVE CoO. DIV., Cleveland, O. 
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GUARANTEED Z/n2¢/nsulafed 


American, Royal, Anthony, National 
and U.§. Fences 


The test of time in service on the farm is the only 
true test by which good fence can be measured. 
Knowing the extra long lasting qualities of American 
Royal Anthony National and U. S. Fences, we give this 


Guarantee of Service 


—that the fence will give the equal of or longer service than any 
other fence made of equal size wires and used under the same 
conditions. Any buyer who shows that it fails to do so will, upon 
presentation of the written guarantee, be supplied with an equal 
amount of new fence free. 
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Our fences have always been the We control every process from se- 





highest quality fences that the most lection of ore to the finished product. 
progressive methods of manufacture We know what our fences are and 
could produce. Improvements con- stand back of them with this un- WA 
stantly are added as discovered, to qualified guarantee, based upon our 
make it last longer and give better past record of more than 25 years for | ) 
service. producing QUALITY PRODUCTS. rg 
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Banner-—ermeriy named Arrow 
R.R. Rail SECTION Posts 
| 


STEEL 
Are not ordinary T-steel posts. They are/ i 
1 


| 





built like a railroad rail—the strongest form‘ 
of fence post construction known. 


DEALERS: Write for our special selling 


plan and literature. essen 


ATENTED 


AMERIGAN STEEL & WIRE COMPANY | 


Chicago, New York, Boston, Dallas, Birmingham, Denver, Salt Lake City 
U. S. Steel Products Co., San Francisco, Los Angeles, Portland, Seattle 
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we have the finest front money could have bought. 
| 











This expression is a part of the testimonial letter to 
the left. It came unsolicited. 


The striking contrast with other fronts in the com 
munity make it re pres ri 








SOLID COPPER 


b STORE ich Ard a 


| contain these features. They are sales producers. 


The 

let us send you this , K aw RSSS 

. Company 
book suggesting a store 
: 7 N. Front St 
front for your particular 31 “ N z 
e a . re 7 A 11e€s, A Ich. 
line of business—IT IS ja 
FREE Send me Suggestions 

for Your Store . 
NAME 
ADDRESS 





City —_ STATE 









We Are Proud Of It/ 
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‘3 yy 
From the little plant pictured at the store front of beauty and lasting 
left KAWNEER has grown tothe large 1 005 strength. It is constructed to hold 
institution shownabove. Mr.Plym, 0 plate glass in show windows safely 
the inventor and owner, perfected a _andsecurely inaspring-like resilient grip. 


reset 
+ Sete a ey 


The wide spread recog: } OD AY Store Fronts, has re- 
nition by merchants every- sulted in the building 
where of the increased sales power of the largest factory in the world 
given their show windows by Kawneer producing metal store fronts. 
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05 
See KAWNEER ” 
Store Front <> Over a quarter 
illustrated on at, of a million in 
preceding page —= twenty years 
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Kawneer 


COMPANY 
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“Happy thought, Dad— 
Hang it right there!’’ 
UST what Uncle Bill 


wants most—a new 
Lantern. 



































Don't let your customers 
wonder what to get tor 


Uncle Bill — Suggest a 
DIETZ Lantern. 


R. E. DIETZ COMPANY 
NEW YORK 


Largest Makers of Lanterns in the World, Founded 1840 
Output Distributed Erclusively through the Jobbing Trade 
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Ghe AMERICAN Line 








AMERICAN 





FABRICS 


= 








WICKWIRE SPENCER 
PRODUCTS. 
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_ of SCREEN WIRE Cloth 





STANDARDIZE ON A COMPLETE 
LINE UNDER ONE FAMOUS BRAND 


HERE is acomplete line of screen cloth 

that will meet all your customers’ re- 
quirements. From the inexpensive painted 
cloth to the highest grade of bronze, the 
American Brand covers the best values you 
can offer your trade. Between these two 
extremes there is American Galvanoid, the 
best known zinc-coated cloth on the market. 


Simplify your line, and reduce your stock 
investment by standardizing on American 
Brand Screen Cloth. Samples will be for- 
warded on request. Place your orders with 
your jobber now to be sure of ample stocks 
when the buying season opens. 


American Wire Fabrics Corporation 
Subsidiary of 


Wickwire Spencer Steel Company 


General Offices : Western Sales Office: 
41 East Forty-second St., New York 208 South LaSalle Street, Chicago 


Worcester Buffalo Cleveland Detroit 
San Francisco Los Angeles Seattle 





__ PRODUCTS 





























Adaptable 
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for all 





Hauling Conditions 


Ford trucks are ideal for winter deliveries as they 
can be readily maneuvered in crowded streets, 
alleys and loading yards. Light weight and 
compact construction make possible safe, easy 
handling in congested traffic and on icy streets.., 


The rush of holiday business is the supreme test 
of any delivery system. Ford trucks will meet 
this test in an economical and satisfactory manner. 


Your nearest Authorized Ford Dealer will gladly 
explain the many advantages of Ford trucking 


equipment. 


C wee 


TRACTORS 





TRUCKS ~ : 


CARS : 
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Stake Body 


"615 


Including Closed Cab 





With loading platform 65”x99”, 
the new stake body provides 
ample room for bulky ma- 
terials. Sectional side and end 
racks 26” high may be removed. 
Body frame is steel reinforced for 
extreme strength. Comes equip- 
ped with pneumatic cord tires. 
Closed all-steel cab affords 
every protection with plenty of 
comfort for driver and helper. 
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TWIN WHEELS 


Far more 
than just 
a knife 
sharpener 
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Ask us 
lo show 
you how 
it puts an 
edge on 
anuthing 
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Are you using this 
selling plan? 


This plan was suggested by a great number of hardware 
dealers themselves who have tried it out and know how suc- 
cessful it is. Simply mount a Sharpit back of your cutlery 
counter where you can get to it quickly. (Mount it on the red and black panel shown here.) 
When customers step up to the counter to buy tools that need sharpening, it is the most 
natural thing in the world to be interested in Sharpit. With a Sharpit “right at hand,” 
you can conveniently and quickly make a demonstration that will sell them. 


Try this! You'll be surprised at the results. The panel strip comes in 
every carton of 6 Sharpits. If you want extra panels, we will send them. 


Sharpit makes a real Christmas gift item. Feature it. 









This narrow panel can be mount- 
ed on the woodwork back of your 
counter. Size 2x10!'4 inches. 






DAZEY CHURN & MANUFACTURING CO. 
4301 Warne Ave. _ St. Louis, Mo. 
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Christmas Business [> 


Every December sees the Depart- 1 ee 
ment Store, the Jeweler, the Confec- . y 
tioner doing extra Christmas busi- Ee ee 
ness. : * 


No need to sell gifts to get a share re 
of this holiday coin. No reason in the _ e 
world why the Paint Store can’t get 7 ae ‘ , 
Christmas business with Da-cote. | a =: aes 

December brings days of renewing c ; & Pe | 

. varnishing . . . redecorating oe ) is | 
to make the old home young again. 
Housewives welcome Da-cote—easy, 
quick, effective. No drudgery, no 2 
tedious drying, nothing to indicate an Bl 
amateur job. 


Da-cote is fine for renewing last aa GE 
year’s toys—scooters, sleds, veloci- . FF ‘a 
pedes—a bit the worse for wear. # Bt \ 
Da-cote makes them new again. Dif- : 
ferent colors, too. The youngsters 4 e 
will be delighted. Es a4 

Tie-up with our advertising—big- 
ger, better, stronger than ever. Put : 
in a Da-cote window with a few sug- Pe 
gestions about Christmas uses. . 


Murphy Varnish Company [-™ 


Newark, N. J. 
Chicago, Ill. 
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San Francisco, Cal. e : | ‘m. 
Montreal, Canada. 


Da-cote 


A Murphy Finish—It Dries in a Day 


In every can of Da-cote Enamel are three 
things—fine Murphy Varnish, opaque color 
and painting skill. Any one can brush on Da- 
cote with wonderfully satisfactory results. It 
flows slightly after it goes on. Imperfections 
of amateur painting disappear. Then it dries 
quickly—in a day. That is why it is called 
Da-cote. One coat is usually all your car 
needs. You can have any color you like. 
More than three million cars have been Da- 
coted. Its durable, brilliant finish is perfect 
for tractors, implements and everything ex- 
posed to the weather. 














Da-cote Varnish Stain (Univernish) is a 
splendid quality of transparent Murphy Var- 
nish in the colors of usual woods—oak, ma- 
hogany or walnut—also in green. 





Renew the youth of floors, stairs, furniture, 
linoleum, front doors. The whole house will 


smile again. 
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der-the-Sink Strainer 
Tested 


/ Kitchen Katch-All ’ 


The Sanitary 











Good Housekeepin 
%,, * institute 
40y 


f The OldStyle * 








IN-the-Sin ~OUSexEE pinG O Under-the-Sink Strainer 
_Strainer— One KITCHEN KATCH-ALL in the home of a customer sells at least 
iit. GRP one to five more for you. It is so novel—and its merit is so instantly 


recognized by callers, that every KATCH-ALL in use is as effective 
as a demonstration in your window. Moderately priced, sensible, and | 
sure to be appreciated, it makes a gift of utility that is unusually profit- 


able to push. 
Let your customers know the KITCHEN KATCH-ALL is advertised in Good House- 























keeping and has Good Housekeeping approval. Order at least a dozen from your jobber. . . 
Unsanitary Odorous. Cash in on the big holidav business that is done each year on “ee 
Stains the Sink KITCHEN KATCH-ALLS. | 





li ~ Detai's and selling he'ps can be secured from us. 


THE OHIO METAL UTENSIL COMPANY 
GREENWICH, »! OHIO, U. S. A. 
: 4 % x 


2 
ee 4 
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Too Small. Must be 
Emptied Often 


. one —— 


No Odors. No Drip. 
Empty Whea Convenient 





























KITCHEN KATCH-ALL PARTS MADE OF ALUMINUM 
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SHIPMENTS | __——=e 
MADE |g 
SAME DAY a 
ORDER 
RECEIVED 











For His First 
Christmas... 


How many babies are there in your community that are 
going to celebrate their first Christmas this vear? If there 
are many (the average figures about 2% of population), 
you. can work up a nice Christmas business on this 
one item alone. For it is a new device which is meeting 
with favorable comment all over the country. Coupled 
with this enthusiasm is an advertising campaign that is 
directing women’s footsteps to stores that handle the 
Corcoran Health Bowl. 


Nothing Else Like It 


There is no other similar device; nothing that approaches it in 
design, construction or operation. Nor is there any other baby 
device that has so Many uses. 


When you consider the safety factor, the chance for a mother 
to do all her work, errands, etc., without be ing afraid that baby 
will get ito mischief or into trouble—can’t you see the appeal 
this has with mothers—can't you see the sales idea back of this 
product? Then consider the health-building qualities of the 
Hlealth Bowl—how the tiny muscles of the baby are developed 
from being weak and puny to strong and sturdy—how the arms 
and legs are made strong—how there is developed a sense of 
equilibrium which is so essential to walking. 


‘The endorsement of the medical profession of the country and of 
mothers is pretty good proof of its serviceability. 


Photograph shows 
complete Health Bowl 
with tray being 
attached. In this 
position it takes the 
place of a high chair. 


Below — photograph 
shows back view with 
safety belt. This belt 
is sanitary —can_ be 
washed. Holds baby 
safely in place. 





PRICE 
$7.50 


West of Den- 
ver and in 
Canada slightly 
higher. 






















The Corcoran Health Bowl is made of heavy gauge steel (except seat 
in chair.) Weighs 18 pounds. Finished in Blue, Pink or Ivory 
Knamel. Partically indestructible. Easily kept clean and sanitary. 


Interesting literature upon request. Order from your jobber—or 
write direct to 


The CORCORAN Mfg. Co. 


4900 Section Ave. NORWOOD CINCINNATI, O. 


RCORAS 


_Pesnalt 


FORMERLY NOT-A-TOY 











Bowl cannot upset— 
child cannot get out. 
I:xercises all muscles 
—aids_ digestion— 
develops strength. 
The Corcoran Health 
Bowl is the only safe, 
sane place for a baby 
in the daytime. 
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Send for the 
Shaler Xmas: 
Sales Display 


It suggests the useful Shaler 5- 
Minute Vulcanizer to the perplexed 
holiday shopper. It will solve the 
gift problem for him or her—and 
make a sale. 

Its popularity makes the Shaler 
easy to sell. Most motorists have 
seen it advertised. A great many 
have seen their friends use the 
Shaler. They are all ready to buy 
this useful inexpensive gift. 

Write for this _ attractively 
colored Xmas Sales Display Now. 

It’s Free. 
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in Sales 








Shaler sales for 1925 already 
show a 30% increase over last year. 
This in spite of the fact that 1925 
has not been so good for many 
manufacturers—especially in the 
automotive field. 


And now, with balloon tires as 
standard equipment, next year is 
certain to see a big increase in tire 
repair work, which will mean a cor- 
responding increase in the use of 
Shaler Vulcanizers by motorists. 


Every Sale Brings Repeat Sales 


Motorists do not go back to the old- 
fashioned way of sticking: on patches 
after they have tried the Shaler. They 
become constant repeat customers for 


Shaler Patch-&-Heat Units. 
C. A. SHALER CO., Waupun, Wisconsin, U. S. A. 


Oldest and Largest Manufacturers of 
Tire Repair Equipment in the World 
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PACKING 


These chains are 
packed in heavy, 
full telescope, fibre 
cartons, two dozen 
in wire bound ship- 
ping case. 


Packed cases weigh 
approximately 400 
pounds. 


Dealers and Jobbers 
appreciate this light- 
ness in handling and 
reshipping. 





























Offer WESCO Chains 


For CHRISTMAS Merchandise 


Every hardware merchant and every man 
behind the counter should show chains, 
talk chains and make this a Chain Christ- 
mas. 


No gift is more useful to car owners than 
dependable tire chains and now is the sea- 
son when they are most needed. 


WESCO is ready to help you with a 
SPECIAL CHRISTMAS PACKAGE 
and a practical merchandising plan 
which enables you to carry a Complete 
Dealer Assortment at an investment of 
less than $100.00. 


Ask us about it. 


WESTERN CHAIN COMPANY 
Chicago, U. S. A. 
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“Rome for the Home” includes 
half a dozen utensil items that 
every home needs. 


A “Rome for the Home” display, 
in your window or inside your 
store, with an assortment of 
Rome nickel plated and polished 
copper tea kettles, percolators, 
tea and coffee pots, wash boilers, 
and inset pails can be made so 
attractive as to be irresistible to 
those who see it. 


Back of the beauty of glistening 
nickel plate and the ruddy glow 
of polished copper is a workman- 
ship that gives Rome utensils 
durability—a strength necessary 
to stand the rigors of constant 







Detatled information about 
all Rome Utensils is given 
in our catalog. Drop us 
a line for your copy. 


A Selling T d eq ee 


use, a strength that Rome carries 
to every detail. It means utensils 
that hold their shape; handles 
and knobs that stay on; spouts 
that do not jam. 


Rome utensils almost sell them- 
selves—at least, their substantial 
value for the money is apparant 
to the consumer. 


Put the “Rome for the Home” 
idea into operation—#it proves 
profitable to Rome retailers. 


ROME MANUFACTURING CO. 


ROME NEW YORK 
Branches: 

STS 56 oe cus antedes 342 Madison Avenue 

Ns 50600004 we 75-87 Northampton Street 

ts 6 obs oanededs 1528 Lytton Building 

ORS anne 302 Pioneer Building 


San Francisco...610-614 Wells Fargo Building 
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Copper 


_— Wash Boilers 








ILER_ 





Sides and bottom solid copper. 


Heaviest on the bottom where 





the wear is greatest. 





-ROME COPPER:AND ALUMINUM UTENSILS _ 
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The Human Side 


of a 
Great Business 


Publication 





Back of every great enterprise 
is a human element contributed 
by those men whose experiences 
and personalities are reflected 
in that enterprise. 
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This ts the clement that molds 
opinion, creates good will and 
makes or mars its success. 
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Dalton M. Andrews, Western Editor rs 


Ax! ALTON M. ANDREWS gradu- experience personally to merchants of the 
SY) ated into the , HARDWARE Central Western States, and through his 
























AGE editorial staff from the articles, to the entire hardware trade. His 
trade associations. For eight market reports, analyses and forecasts for 
weet! years he was field secretary of the Central West form a very important fea- 
the Minnesota and South Dakota Retail ture of the service HARDWARE AGE 
Hardware Associations; his job was to renders its readers. * 
—_ tt sagen of The securing of Mr. Andrews for this important m 
those associations, helping t on oh Setore editorial post is but another example of that Po 
of store arrangement, buying and selling, enterprise, which, through the creation of an or- A: 
as well as advising them in the conduct of ganization of able business writers and counsellors, 
their business. has earned for HARDWARE ACE the respect and | 
interest ,of its readers, and caused it to become 3 
io - a ti t . in ever increasing measure the outstanding me- ae 
© nas instaliea accoun ing systems in a dium of merchandising and sales development for se 
great many stores, and was instrumental in in ention hain ae fe 
organizing permanent credit bureaus for the - ig 
interchange of credit information in over Advertising Managers and Agency s 
hfty towns and cities. Executives! 
, Send for your copy of “How Can I In- 
As Western Editor of HARDWARE AGE, crease My Sales Through the Hardware 
with headquarters in Chicago, Mr. Andrews Field?” 
continues to offer the benefit of his wide 
‘The Most Influential Hardware Paper’’ 
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“New Haven” 





on Display 


draws a lot of trade 








your way 












: A few of the many attractive dis- 


plays that may be made by group- 


: ing a few alarms or watches with 
e 

these attractive colored display 

cards, which we will gladly 

furnish upon request. 

4 

7 Tom-Tom Tip-Top i 
ig Height, 5/2 inches. Width, The new octagon-shaped watch. 
4% inches. 4%-inch cubist dial. 14 size, thin model, neat and ( 
a Convex glass, _ nickel-plated compact. Streamline design, } 
ev: octagon case, 40-hour move- nickel polished, semi-octagon 





ment, back bell, intermittent 
alarm with shut-off, removable 
springs. 
Plain Dial, $3.25 

Radium Dial, $4.25 


bow. substantial antique pen- 
dant,* corrugated crown easy to 
wind, pull-out set. Cubist nu- 
merals and skeleton hands. 


Plain Dial, $1.75 


Radium Dial, $2.75 
co ‘ 
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Tie up with our National 
Advertising in THE SATUR- 












DAY EVENING POST every rT 
other week featuring these r 
True Time Tellers Na I 
: True Tune Jelters 
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Allith-Prouty 


“TEN-EIGHTY” 


Hangers and Brackets 











WEATHERTIGHT INSTALLATIONS 


and frame are made of certified malleable 
iron and the brackets supporting the track 
are built to carry extra heavy doors. 


Sell “Ten-Eighty” garage door hanger 
outfits this winter on their ability to make 
doors weathertight. It is difficult enough 
to heat the average garage without having 
draughty, leaky doors to contend with. A 
“Ten-Eighty” installation makes the doors 
close tight, excluding wind, snow or rain, 
and permitting a real saving of fuel. 


The construction is the best throughout, 
making the “Ten-Eighty” practically ever- 
lasting. Dealers who know Allith-Prouty 
products know that this is an outfit they 
can heartily recommend. 

“Ten-Eighty” outfits are easy to install on 


either new or old doors; both brackets and 
hangers have positive locking vertical and 
lateral adjustment. The patented design 
eliminates friction and permits easy open- 
ing and closing even on very heavy doors 
without slamming or sagging. The apron 


The A-P Catalog No. 91 describes and 
features complete details of a full line of 
door hangers and equipment, overhead 
carriers, rolling ladders, etc. Send for it 
now and let it help you solve your next 
garage door problem. 


ALLITH-PROUTY COMPANY 


Danville Illinois 


Manufacturers of 


Door Hangers Fire Door Hardware 
Garage Door Hardware Overhead Carriers 


Rolling Ladders 
Spring Hinges 








= 


Manufacturers of the finest line 7 of Garage Door Hardware 
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A Glimpse Into 
the Future 


S here World-Wide Buying Number 

of HARDWARE AGE, to appear Feb. 
4, will circularize among the hardware 
trade of the entire English speaking 
world, and will contain vital informa- 
tion of interest to every manufacturer 
of American made hardware. 

This is the Christmas Merchandis- 
ing Number of HARDWARE AGE, and in 
it you will find a wealth of informa- 
tion that should prove of material as- 
sistance to you in selecting stock suit- 
able for gift presentation, in prepar- 
ing your window and interior trims, 
and in getting your Christmas mes- 
sage across to the public. 

“Making Business Safe for Morons’ 
is the title of Mr. Norvell’s article in 
this issue. There is a big thought in 
it that should make it inspiring read- 
ing for every hardware man. 


’ 





What Readers Say About Us 


“I like HARDWARE AGE first rate.” 
(Signed) A. J. Nygaard, 
Edinburg, N. D. 


“I would as soon go home on Wednes- 
day noon and not find any bread in the 
house as not to find HARDWARE AGE wait- 
ing for me.”’ (Signed) J. H. Smith, 

Waverly, Ohio. 


“We need HARDWARE AGE in our busi- 
ness.” (Signed) F. M. Brockway, 
Fredonia, Kan. 
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McKINNEY 
HINGES 








Reproduced from a McKinney Saturday Evening Post advertisement 


McKinney is increasing the public's appreciation of the 

beauty in hinges by the force of its advertising and by 

the artistry of its finishes. That McKinney hinges do 
their work well is the foundation which makes 


this additional appeal possible. 


McKINNEY MANUFACTURING COMPANY 
PITTSBURGH. PA. 
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Sporting Goods As Ideal Christmas Gifts 


Some Suggestions for Making Your Sporting Goods Department 
Contribute Substantially to Your Christmas Profits 


T is a different proposition to sell sporting goods during the Christmas Holiday season 
than at any other time of the year. During the spring, summer and autumn months 
there is always an opportunity to sell to schools, clubs and other organizations. At 

Christmas time, however, the situation presents an entirely different angle. Sporting goods 
purchased at this time of the year are primarily for gift purposes and for individuals. Stress 
your quality and not the price in your displaying and advertising and play up the service 
values, for the Christmas season is the one time in the year when the buyer’s purse is open. 

A wise plan is to get the names of local school students and suggest to them appropriate 
gifts of sporting goods for members of their families and their friends. 

In spite of the fact that skates, skiis and other winter sporting goods will be in the 
greatest demand, you can easily sell other unseasonable goods, such as golf clubs, fishing 
tackle, ete., if you will but take the time to size up your customer and sound out his intentions. 

The Carlisle Hardware Co., Springfield, Mass., makes a specialty of sporting goods dis- 
plays and advertising during the Christmas season and have each year a profitably conducted 
department by pushing sporting goods. Edward Lawrence, who is in charge of the advertis- 
ing and display for the Carlisle Company, is responsible for the neat and effective display 
window reproduced herewith. 
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EW Christmas 

Gifts hold out 
such promise of en- 
joyment for the re- 
cipient as radio. It 
will pay you to fea- 
ture it prominently 
this year in your 
gift department dis- 

plays. 









MONG the many diversified lines handled 

in the average hardware store, there is 

none that lends itself so admirably to the 
Christmas season as radio. It will repay many 
times over every effort made to feature it in win- 
dow and interior displays, and in newspaper and 
direct mail advertising. This is not to be won- 
dered at when you consider that there is a pros- 
pect for radio sales in every home in your com- 
munity. The changes in cabinet design, in sen- 
sitivity and in tonal qualities are resulting in 
many owners of sets becoming dissatisfied with 
the less refined models, with the result that the 
greater proportion of them are prospects for 
Christmas sales. The satisfied owners of radios 
derive so much pleasure and benefit from their 
outfits that when they think of a gift for some 
relative or friend—one that will in their opinion 
give the maximum amount of enjoyment and 
pleasure—they think radio. 

It would be hard to find a boy or young man 
who was not constantly on the lookout for some 
means of improving the efficiency of his equip- 
ment. Consequently, his parents and friends 
could give him no gift that would so completely 
satisfy his interest in this subject as would a 


























Radio— Ihe 
Appreciated Gift 


complete set or some radio accessories. Why not 
feature prominently in your window not only 
complete sets, but accessory equipment? For ex- 
ample, items such as storage batteries, both for 
supplying “A” and “B” current, “B” eliminators, 
loud speakers and head sets, etc, together with 
complete kits for the delight of those who get a 
real kick in assembling their own receivers. 

Last year several hardware stores in displaying 
their Christmas radio used an ingenious system 
of drawing attention to their displays. 

A loud speaker was placed over the store en- 
trance, which was connected through a three or 
four stage inpedance coupled amplifier with a mi- 
crophone which in some cases consisted of the 
type used by the telephone companies. This was 
placed in the rear of the store and used to explain 
the outstanding features of a diagram of a re- 
ceiver shown in the window. This diagram was 
surrounded by all the parts used in a completed 
set. A system of this kind could be installed with- 
in a few hours as the technical problem of secur- 
ing a good quality of reproduction is overcome 
when choke or resistance amplification is em- 
ployed. Why not try something like this and 
watch your radio sales jump. 
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Santa Claus Pays Cash 


fa ND window displays of the type illustrated 
~* on this page will help make this Christmas 
a memorable one. 
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Displays With a 
Yuletide Message 


j T is remarkable how completely the Christ- 
mas atmosphere can be injected into a 
window by means of a few wreaths and sprays 
of holly. You will find inspiration in the 
clever displays presented on this page. 
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Christmas Merchandising Suggestions 


By Edward Lawrence, 


to buy and sell Christmas merchandise. 

The buying is done in late summer and in 
the fall. As a guide we refer to previous holli- 
day buying. We order a good supply of merchan- 
dise that will be sold at this time and in addition 
we buy specials or a quantity of merchandise 
that can be sold at a special price. When order- 
ing merchandise that will be sold Christmas we 
also order many thousand holiday circulars with 
our imprint and line cut electros for newspaper 
advertising of all the special and regular mer- 
chandise and holiday window trimmings. 

The day after Thanksgiving we go after the 
holiday business—our four display windows are 
trimmed with gifts from every department and 
every item in the window has a price tag. These 
windows are changed every week and we plan to 
have our final holiday windows trimmed by De- 


cember 10th. 
When we mail out our November bills we en- 


4 T requires a great deal of time and thought 





Carlisle 


PPO PO APPOL Ba 


Hardware Co., Springfield, Mass. 


close holiday circulars and in addition we mail 
out a Christmas book of suggestions. 

We’ use red wrapping paper and red twine and 
we also have holiday gift cards to insert in all 
merchandise that we send out for customers. 

Our enlarged store has two entrances and as 
you come in either entrance we have a straight 
row of uniform size tables. These are trimmed 
with holiday merchandise with price cards and 
over stock is carried directly under each table. 

On our front tables on one side of the store we 
have the following merchandise: 

Pie Servers—Casseroles—Shaving Mirrors—Nut 
Bowls and Crackers—Serving Trays—Crumb Sets 
— Pencil Pointers — Tool Boxes — Bird Cages — 
Fancy Baskets, Etc. 

On the front tables on the other side we have 
Electric Desk Lamps—Electric Irons—Christmas 
Tree Outfits — Extra Bulbs — Radio — Sporting 


Goods, Etc. 
In the center of our store we have a horse- 
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shoe shape glass case trimmed with luster-ware, 
casseroles, tea-pots, pie servers, crumb sets and 
nickel plated ware. Also in the center of the 
store ten feet from the entrance we have a wide 
stairway that leads to our basement where we 
carry a most complete line of housefurnishings 
and toys. 

On our second floor we have the largest assort- 
ment of fire-place fixtures in the city. 

With good window displays, merchandise well 
displayed on tables with price cards, newspaper 
advertising and the clerks alert to give prompt 
and courteous attention to customers wer are 
bound to get our share of the holiday business. 

In our holiday newspaper advertising we show 
a diversified assortment of useful gifts and make 
it a point to remember every member of the 


_asapnuseeme The Carlisle Christmas Store 
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family, the family car, and the home. We illus- 
trate as many items as possible, inject real Christ- 
mas atmosphere into our copy and use appropri- 
ate holiday type, cuts and decorations. Large 
space enables us to get the story across in a big 
way and our Christmas campaign advertising be- 
gins the day after Thanksgiving. Every day we 
offer the people of Springfield and vicinity prac- 
tical and welcome Christmas gift suggestions. 
Quote prices and endeavor to offer a range in 
prices which will include all pocketbooks and not 
make the light spender feel badly because of his 
limited spending ability. 

Of course we emphasize in our advertising and 
in our selling talks the utility of hardware for 
holiday gifts. This point is stressed in all the ad- 
vertisements offered here as typical samples. 





The Greater Carlisle Store the Holiday Headquart. ¢ Coy 2% (QR SA QnQe Ais 
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‘arlisle Hardware Co., Springfield, Mass. 


hese and found them very suecessful in attracting buyers of gifts for 


Christmas in 1924. Note the ‘Illustrations, the range in prices, the assortment of practical gifts 


and the stressing of the utility of hardware gifts. 


On the opposite page—The front cover of the Chritmas gi 
the store and a reproduction of a holiday circular used by James & 


people on Long Island to consider practical gifts, which of course 


is attracting Christmas gift trade to 
Hawkins, Inc., Jamaica, N. Y., to urge 
means hardware. Eddie Dencke wrote this circular. 
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ft catalog issued by Carlisle Hardware Co., which 
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Sells $12,000 in Toys Each Christmas 


As the Holiday Season Approaches the A. W. Sikking Co., 
Springfield, Ill., Addresses Its Advertising and 
Displays to the Little Folks Themselves 


W. Sikking Co., Springfield, Ill., the 
~® trouble with toy sales in most hardware 
stores is that the dealers are thinking more of 
holding down their own initial stock investments 
rather than of what is actually salable. In other 
words, there are very little sales possibilities in 
a line composed only of cheap toys, and conse- 
quently little profit. In following out this line of 
reasoning, the Sikking store handles the more ex- 
pensive playthings—wheel goods, animated and 
talking dolls, electrical toys and similar items. 

While a conservative line of wheel goods is car- 
ried the year around, about two months ahead 
of Christmas this stock is augmented by addi- 
tional toy purchases amounting to $6,000 or $7,000. 
A room, 20x50 feet in size, and adjoining the 
main store, is given over to an attractive display 
of the toys, and here youngsters may “try out” 
the wagons, toy autos or velocipedes without dis- 
turbing or crippling adult customers or smashing 
show cases. Wheel toys are on the floor. 


2. 


2 CCORDING to Chester Sikking of the A. 


As soon as the toy department is all arranged, 
which is never later than Nov. 1, a “grand 
opening” is held. The advertising for this event 
is not, as might be supposed, directed at the par- 
ents who are expected to buy and pay for the 
toys, but at the children themselves. Ten thou- 
sand handbills are distributed to the children of 
the city as they come from school, inviting them 
to come to the store and see the toys. And they 
come—singly, in pairs and in groups. They look 
at, examine and are told about the things that 
strike their particular fancy. Of course they 
don’t buy—they haven’t any money—but they go 
home and tell of the wonders they have seen and 
in a few days are back with a more or less willing 
parent and then they proceed to make a sale for 
the Sikking company. That they are good sales- 
men is evidenced by the fact that the store sells 
annually over $12,000 worth of Christmas toys, 
to which is added about $3,000 more, sold through- 
out the rest of the year, in figuring up the an- 
nual volume. 
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(J, HREE good examples of 

- Christmas window displays 
made by S. T. Trinkle, display 
manager, for The Stambaugh- 
Thompson Co., Youngstown, 
Ohio, owners of the _ longest 
hardware store in the country. 
This firm goes after the holiday 
trade in a most aggressive man- 
ner, using newspaper advertis- 
ing, special interior decorations, 
and unusual window trims. Mr. 
Trinkle does all of this poster 

and art work himself. 
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Merry Christmas Means More to the Red Blooded Man Who Receives 
a Saw, Hammer or Plane Than to the One Who Draws 
a Flaming Necktie or the Usual Holiday Cigars 


EN are tired of useless jimcracks, varie- 
gated socks that won’t fit, ties that cry 
to high heaven, and cigars that have 
only a holiday flavor. Down in their inmost 
hearts they yearn for something more useful— 
more practical—more satisfying. I never saw a 
red blooded man in my life who did not love 
tools; who did not thoroughly enjoy the making 
of things, provided he had the proper equipment. 
Let critics and pessimists rave to the contrary 
if they will, but good tools are ideal for Christmas 
gifts. They can spread more male sunshine 
throughout the year than almost any other gift 
line. 





Tools Lend Themselves to Display 
Some have said that tools do not lend them- 
selves to attractive display. All rot. The fellow 
who made that statement hasn’t a particle of 
vision in his makeup. 


Tools are clean, bright articles. There is a 
fascination in their very brightness and keenness. 
They blend well into the regulation Christmas 
colors. Try an imitation red brick background, 
holly trimmed stands, festoons of Christmas 
crepe paper, and imitation snow on the floor of 
the window. Place the tools so that they appeal 
to you as Christmas merchandise. Tie red and 
green bows on the handles of hammers, saws, 
chisels, etc. Don’t you see the possibilities? Also 
remember that many manufacturers are packing 
tools in Christmas boxes nowadays, and a few 
of these boxes, partly open so that the tools show, 
materially help the display. 

Use Christmas cards in the window. Don’t be 
afraid to brand the goods as ideal Christmas 
gifts. It will help sell the idea to those who have 
holiday money to spend. 

Don’t bend all your efforts toward selling gift 
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tools to men. Women are the best buyers. They 
give the gifts to the men. And—the average 
woman is at her wits end to know what to give 
her husband, son or brother. The only reason 
she gives handkerchiefs, neckties, socks and 
cigars, is because the merchants selling those 
lines have been more alive to their opportunities 
than you have. Your goods are made for men. 
Why shouldn’t they be given to men as gifts? 

Tell your women customers the value of tools 
as gifts. Tell them from the man’s standpoint. 
You'll help her—help her men friends and inci- 
dentally help your profits. 


How to Get the Gift Tool Business 


It’s too much to expect that people will flock 
to your store demanding tools as gifts. Their 
training has been along other lines. It’s up to 
you to sell the idea and the merchandise to back 
it. How shall you go at it? Well here are a few 
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results. Write the boys themselves, asking them 
to come in and look-at the tool sets. They will 
accept, and what they say at home will bring 
Christmas money to your store. 

3. Get the Christmas atmosphere in the tool 
department. Treat it just as you do the silver- 
ware, china or glass sections. Arrange special 
tool counters with small Christmas trees on each, 
tools with Christmas labels attached, and appro- 
priate cards emphasizing tools as gifts. Once 
you get the spirit of it, and the rest is easy. 

The S. H. Davis Co., hardware merchants of Bos- 
ton, Mass., specialize on tools as Christmas gifts. 
They install real holiday window displays that 
fairly breathe the Christmas spirit. They carry 
the idea into the interior and also into their ad- 
vertising. Also they are wise enough to start 
early and go after the Christmas money before 
it has been spent for other things. 





You will find inspiration for your win- 
dow displays in these clever trims, 
wherein a large number of items are 
shown without, however, any crowding. 
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It would be hard to think of a Christmas 
Gift that appeals more strongly to the 
average man than a good outfit of tools. 
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Displays of the type illustrated on this 
page will make Christmas pay its way. 
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Have they made a success of it? Ask them 
They will smile knowingly and point at the 
crowds around the tool counters and in front of 
the Christmas tool windows. Then they’! hustle 
off to wrap colored strings around holiday boxes 
of saws, wrenches, hammers, hatchets, gages, 
planes and numerous other items you regard as 
tools only, but which to them are Gifts with a 
big s4q 9 

Say it with tools this year, and your customers 
will say it to you with cash purchases and live 
profits. 


plans that have been tried successfully: 

1. Enlist the family in the idea of buying 
tools as a present for Dad. Advertise to the wife 
and the children. Write mother a personal letter 
on the pleasure and profit her husband or son 
will derive from good tools. It isn’t hard to do— 
try it. Talk tools as gifts and have your sales- 
men do likewise. 

2. Use the manual training field as a basis 
of tool gifts for boys and young men. You can 
easily obtain the names of the pupils in those 
classes and a line to Mother or Dad will bring 
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Luring Suburban Christmas ‘Trade 


from Downtown 


T the approach of the holiday season with its 
lucrative trade, every hardware merchant in 
suburban sections of the larger cities seeks 
to solve the difficult problem of overcoming the 
natural tendency of people in his neighborhood to 
do their Christmas shopping in the downtown de- 
partment stores. 

About the middle of November the department 
stores begin their intensive drive for business, 
using many effective sales weapons which are be- 
yond the means of the small retailer. The adver- 
tising inserted daily in the newspapers occupies 
much space and the Sunday papers are filled with 
page after page of alluring advertisements. In 
this way the department stores can keep their 
name and their goods constantly before the public. 

In the toy department the downtown depart- 
ment stores offer the kiddies a treat which is 
usually superior to that the suburban retailer can 
present. Prominent display windows as well as 
roomy space for stock within the stores are pow- 


is 





Department Stores 


erful aids in selling Christmas specialties. Their 
general equipment naturally by far surpasses that 
of most retailers in the suburbs. 

In fact, people like to go downtown when the 
pre-Christmas buying season is at its height just 
to see the attractive things displayed by the de- 
partment stores. The window displays are gen- 
erally sufficiently enticing to overcome the resis- 
tance of many persons, and they enter. The 
chances are that they will make several purchases 
before they emerge—purchases which no doubt 
could have been made from the stock of the retail 
hardware dealer in their neighborhood. 

It is gratifying, therefore, to find that a hard- 
ware store such as that of the Aufdemkampe 
Hardware Co., 1018 Freeman Avenue, Cincinnati, 
situated away from the center of town, is com- 
pelled to augment its regular sales-force to care 
for the Christmas trade. 

Here the sales of holiday goods are not pro- 
moted by spectacular methods. There is no Santa 
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Claus to talk with the children nor are there ex- 
pensive attractions to induce people to spend their 
money. Instead, Edward Aufdemkampe, the 
owner, has counted upon 

1. Prompt and courteous service, even during 
the rush season. 

2. A large variety of stock throughout the year 
to hold the Christmas trade of his customers. 

3. The appeal of personal service and attention. 

One of the cardinal principles learned by Mr. 
Aufdemkampe in his 22 years of hardware re- 
tailing is that of waiting upon customers prompt- 
ly. Many dealers fail to realize that people dis- 
like to stand around three to five minutes or 
longer before receiving attention. In many de- 
partment stores, especially during the pre-holiday 
rush, it is almost impossible to get a salesman to 
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avail if the goods desired are not on hand. Nor 
are customers likely to come to a store at Christ- 
mas time seeking gift-novelties unless there has 
been evidence there throughout the year of alert- 
ness on the part of the proprietor to meet de- 
mand. Mr. Aufdemkampe makes it a point to 
keep on hand during the entire year a large var- 
iety of stock, not only to meet the daily needs of 
his customers, but also to show them that as the 
time comes when they are looking for unusual as 
well as useful articles, they will find a well-stocked 
store. 

The value of personal service, even during the 
rush season, is counted upon by Mr. Aufdem- 
kampe, and is recognized by his customers. At 
Christmas time, if goods purchased from a large 
department store prove unsatisfactory, it is often 
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Mr. Aufdemkampe carries a very complete stock throughout the year, thereby assuring his customers that they 
will find his store well equipped for supplying Christmas Gifts 


record a customer’s purchase. In contrast with 
such an unsatisfactory condition, Mr. Aufdem- 
kampe insists upon individual attention being 
given each customer. Scarcely does a customer 
enter the store, even in the rush days preceding 
Christmas, before he is approached by a clerk 
who, in a pleasant manner, asks him what he 
desires. 

Prompt attention to customers is, as a rule, 
more readily given in his store than in the large 
department stores where, especially at Christmas 
time, there are throngs of people “shopping” 
without purchasing. The clerks in a smaller su- 
burban store are not so likely to be wasting time 
on persons who are “just looking,” and as a re- 
sult the customers’ needs can be attended to more 
expeditiously. 

The augmented sales force which Mr. Aufdem- 
kampe employs before Christmas is in proportion 
to the increased trade, and the prompt service, 
which is given at other times is not hampered. 

No service, however, prompt and efficient, can 


difficult to get adjustment because of the rush of 
business. The customers who know their local 
dealer personally, who have met him face to face 
frequently in his store, and who as a result can 
include him in their list of acquaintances, realize 
that if anything purchased of him, even at Christ- 
mas time, is found unsatisfactory, an appeal can 
be made personally to him, with courteous atten- 
tion assured. Mr. Aufdemkampe prides himself 
upon his readiness to make any adjustment neces- 
sary from the point of view of the customer, and 
his willingness is seldom abused. 

Knowing this to be his practice, his regular 
customers feel more confidence in dealing with 
him than with a large downtown concern, and 
prefer to make their purchases in his store. Con- 
sequently, he finds that at Christmas time, even 
more than at other season, his good will toward 
his customers and his readiness to satisfy any 
complaint, are effective in building and holding 
profitable trade. 
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Windows with the Yuletide Atmosphere 








HRISTMAS hardware is brought to the 
attention of buyers most attractively 

in the clever window displays illus- 
trated on this and the opposite page. A few 
sprays of holly and a wreath or two inject 
a real Yuletide atmosphere into the display. 
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Displays That Sold Christmas Gifts 
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EW passersby could resist the lure of 

these Christmas windows which are 

replete with merchandise suitable for 
gift presentations. Displays of this type 
will help make your store the Christmas 
shopping center of your community. 
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Make It an Electrical Christmas 


The Live Wire Line Offers Infinite Possibilities for Profits and Will 
More Than Repay Every Effort Made to Inject a Yuletide 
Atmosphere Into the Window and Interior Displays 


every housewife for it represents free- 
dom from the drudgery usually associ- 
ated with her daily tasks, consequently few 
things in her mind can more completely ful- 
fill the requirements of a suitable gift than 
some item from the live wire line. This year 
thousands of electric irons, percolators, 
toasters, vacuum cleaners, and other items 
comprising the “Live Wire” line, will be pur- 
chased for presentation as Christmas gifts. 
Electrical gifts are pre-eminently practi- 
cal. They beautify the home and make the 
burdens of housekeeping seem less irksome, 
and in addition few lines carried in the hard- 
ware store lend themselves so admirably to 


Zy Electrical Kitchen is the dream of 
Meee, 


attractive display, especially when shown 
against a background of holly and other 
Christmas trimmings. 

In featuring electrical goods, it is well to 
address your appeal not only to the women 
themselves but to the men as well. Display 
cards could feature the thought that not only 
are electrical goods appreciated holiday re- 
membrances but will bring lasting joy to the 
recipient’s heart for many years to come. 

Lamps are also particularly suited for gift 
presentation and will appeal to every member 
of the family. They make striking displays 
that compel attention and bring many pros- 
pective buyers for other lines into the store. 

Make this a “Live Wire” Christmas. 
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To the great majority of women electrical 
: gifts represent the maximum in thought- 
. fulness, and displays of the type illus- 
trated herewith will bring many addi- 
tional customers into your store 
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Electrical Goods lend themselves admirably to 

window and interior display, and the striking 

trims illustrated on this page give your display 

manager some useful pointers in preparing 
your Chrstmas windows 
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Cuteut from The Irwin Auger Bit Co., 


EMPRESS AUTO ASH TRAY Wilmington, Ohio 


HE counter display contains ten 
Empress Auto Ash Trays each 
packed m an individual Christmas gift 
box. Both the display case and gift 
boxes are attractively printed in three 


colors, 





Made from heavy sheet 
brass and finished in 
heavy nickel plate. 

List Price $1.00 each 


Royal—the Supreme Gift 





Brings joy, pleasure 


and leisure 


365 «days in every year 


A Gift That E ivery Motorist Will Appreciate 
16 Se SA AE ELD 


Circular from Bowen Products Corp., Auburn, N. Y. 
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Card frem P. A. Geier Co., Cleveland, Ohio 





Wrench holly box from Greenfield Tap & Die Corp., 
Greenfield, Mass., snd holly box container from 
American Cutter Co., Milwaukee, Wis. 





St. Paul, Minn. 


Window streamer from North!and Ski Mfc. Co.., 












Sales Helps 
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Radio tool kit in holly box from North Bros. Mfg. Ce., 
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hila., Pa. 
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Christmas Cards and Envelopes 


w ath : souvenirs, 


' than minimum quaatity wil not be a 














Wien ee Senivenirs as 2 cards, be cure ¢ 
i” A-9} Cards are facts 
edre > amd 





Onty one style card can be furnished with k aot mminmant quantity of seuverirs. 


Window streamer from Snap-On Wrench Co., Chicage, Ill. 
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Gift Items Keg 
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Card from Aluminum Goods Mfg. Co., Manitewec, Wis. 
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Card from West Bend Aluminum Co., West Bend, Wis. 
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Display easel from Patent Novelty Co., Fulton, III. 





3 : Fie Tishing Tackle 


Card from Shakespeare Co., Kalamazoo, 
Mich. 
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Do Your ‘Townstolk Know? 


By Charles P. Catlin 


“What Shall I Give Him?” 
“What Shall I Give Her?’ 


these two perplexing questions right now 
while you are reading this article. They 
are aS much a part of the Christmas season as 
Christmas greetings. 

If you can provide the right answers and con- 
vince your fellow townspeople of the fact, you can 
make your cash register ring in merry tune with 
the chime of the Christmas bells. 

“Gifts of Utility” are constantly increasing in 
favor. People are beginning to adapt the Golden 
Rule to Christmas gift-giving. “Give what you 
would like to be given” is beginning to be the prin- 
ciple governing the exchange of gifts. Things of 
use, articles of home convenience and comfort, 
constant reminders of the giver, are rapidly re- 
placing gewgaws intended merely for purchase as 
gifts. And where can one go more properly for 
“Gifts of Utility” than to the hardware store? 

The hardware store is the natural headquarters 
for the modern Santa Claus. Yet few hardware 
stores obtain their just share of Christmas gift 
sales. The reason for this is simple: Few realize 
their opportunity and cash in on it. 


FF ‘iinese two er folk are asking themselves 





When you go after gift business you enter into 
direct competition not only with the other hard- 
ware stores in your town but with all the other 
stores, too. The family Christmas budget is lim- 
ited. If John is given a box of “Burning Shame” 
cigars by his wife or sister, you’ve lost the sale 
of a knife or flash or camp stove, etc. If he re- 
turns the compliment with imported perfume, he 
will not give her a vacuum cleaner or electric grill 
or baking dish. She would probably greatly pre- 
fer one of the latter gifts or some other article 
you carry in stock. But its suitability as a gift 
and her desire and need for it must be pointed out 
to him. And his preference for a knife or rifle or 
other hardware or sporting goods item needs to be 
brought to her attention. The dealer is a pur- 
chasing agent for the community and out of his 
knowledge of his customers he must supply the 
imagination they too frequently lack. 

Santa Claus and Uncle Sam are just as willing 
to work hard making money for you as for any 
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Silverware, chinaware, and the numerous 
other items used in the dining room 
make particularly acceptable Christmas 
Gifts, and displays of the type illustrated 
herewith will bring this fact forcibly to 
the attention of Christmas shoppers. 
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MIRRO IN GIFT BOXES 


Here is one of the articles in the new Mirro 
Gift-Day Deal, showing the beautiful carton ; 
whichmakes Mirro gifts suift, profitable sellers ’ | es | a3 


~~ 


Read about this sure way to 
increase holiday profits 


Mirro Aluminum articles are always popular $18.31. You are assured of a liberal profit. 
as gifts. Their beauty, their quality, and the You can most certainly dispose of one of these 
prestige of the name they bear,have wonthem  deals—it will sell out ina jiffy. Most likely you 
high favor with your customers. will want several. Remember—the carton is 
not an exclusive Christmas carton. It is an all- 
year gift box, just as appropriate for the June 
bride. And all the articles are staple articles. 
So you run no risk. 
9 
Each packed in a beautiful, artistic gift carton, There’sa hn ns, a8 below. thes na — 
so attractive that the carton alone will be the Or a se ra fall d oe a “led co 
clinching argument in many a sale. , ksreparenguimenga "eel ee. Sees Pores 
—but use one of the coupons TODAY. There’s 


Just eighteen articles—all different—make up money for you in this deal and we want you 
this Mirro Gift-Day Deal. The cost is only to be getting it. 
Aluminum Goods Manufacturing Company 


General Offices: Manitowoc, Wis., U.S. A. 
Makers of Everything in Aluminum 


CMIRRO 


The Finest Aluminum 


SSCSCSSCSSS SSS SSS SSCS SST SS SST S SSS S SST SST SSS SSS SSS TSSS SSS SS SSS S SASHES SESS ESS SSS SSSESSSESTSHESSSSSSSSSSSSESSSSSS eee ee eee ese eee 
USE THIS FOR ORDERING . USE THIS FOR INFORMATION 

Aluminum Goods Manufacturing Company, Manitowoc, Wis. 

Please send us by return mail full details about the Mirro Gift-Day 


So now we are enabling you to get maximum 
sales of Mirro for gift purposes by providing 
you with an expert selection of best-selling 
Mirro gift articles— 


Aluminum Goods Manufacturing Company, Manitowoc, Wis. 
Please ship us by (fill in freight or express) 


. 
& 
* 
— a 
aa (fillin number) Mirro Gift-Day Deals at $18.31, f.0.b. 2 Deal. 
Manitowoc; terms—2-10, 1-30 from invoice date. Each dealtobe packed * 
in 1 shipping container; wcizht «bout 26 lbs. 2 
. Name 
Name EE Nee gill oats ai ° 
s 
Address : Address 
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The Burditt & Williams Hardware store, Boston, has found 
that auto accessories sales may be greatly stimulated by 
injecting a Christmas atmosphere into the department by 
means of holiday boxes, wreaths and a few sprays of holly. 


With Santa Claus as a Customer 
Auto Accessories Sales Jump 














rE NHE auto accessories department of Burditt 
& Williams, hardware’store at 160 Federal 
St., Boston, Mass., offers some mighty fine 
gift ideas for Christmas. C. Mulholland, who 
has charge of this department, tells us his sales 
of motor meters in holly boxes, rear view mirrors, 
spot lights, vases, fraternal emblems, radiator 
ornaments and many utility accessory items dolled 
up in holiday wrappings are very satisfactory. 

Mr. Mulholland always displays his accessory 
items with a colored crépe paper background be- 
cause he has found that the colored crépe paper 
offers proper contrast for the shiny metal parts 
and sets them off to selling advantage. 

The majority of auto accessory items offered on 
the market today are available in holly paper for 
the holiday trade. Should any stock be carried 
over the holly paper is removed and the items are 


found to be packed in their regular cartons. 

Accessories make very useful and much appre- 
ciated gifts. Any family or individual with a 
car will be very much pleased with a spare tire, 
tire gage. 

Christmas time, says Mr. Mulholland, offers 
an unusual opportunity to sell many accessory 
novelties, which may not be practical for the all 
year stock. Radiator covers which are staple 
accessory items make mighty fine gifts, so do tool 
sets or individual tools packed in the appropriate 
holly box. 

Many families make a practice of chipping in 
at Christmas time to give their family cars suit- 
able presents. This is a good tip for the hard- 
ware merchant. A show card to this effect would 
unquestionably bring results and attract addi- 
tional holiday sales. 
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Used with Parallel Sliding Door Hard- 
ware—varied utility—ease of operas 
tion a feature—hardware inside and 
away from the weather. 











Used with “Tip-Top” Barn Door 
Hardware—no possibility of sticking 
or being blocked with litter. 








Used with “‘Slydasyde” Garage Door 
Hardware—easy to operate and ideal 
where full opening is desired in 
cramped space. 

















Used with Double Sliding Gable Door 
Hardware—designed to meet the 
demand for easy operating gable 
doors. 






The Slandard 
Trolley Track 


Jor all Purposes 


A heavy gauge steel track—uniformly 
manufactured—and finished in heavy 
japan or galvanized. 

















Used with “Slidetite’’ Garage Door 
Hardware—the most practical equip- 
ment for garage doorways—permits 
en opening up to 30 feet 
wide. . 











Although made in numerous sizes and 
designs, to meet every requirement, 
the R-W No. 31 (shown in illustration) 
is a track adaptable to most general 
uses. 





Used with Partition Door Hardware 
—any number of small rooms can be 
thrown into one large auditorium as 
occasion demands. 


To insure trouble-free equipment, be 
sure that R-W track is used with all 
R-W trolleys and hangers. 


Richards-Wilcox track, trolleys and 
hangers are carried in stock by most 
hardware dealers. The line is most 
complete and represents the ultimate 


in satisfaction and proft. 
(0. 





ichards-Wilcox Mf 


AURORA,ILLINOIS,U.S.A. 
Branches in All Important Centers. 


Used with “OveR-Way” conveying 
equipment—saves heavy handling 
costs in garages, shops, warehouses 
and manufacturing plants. 








Used with “Slydasyde” hardware— 
doors hung in series to permit in- 
dividual entrance door. 


Used with Parallel Door Hardware—doors hung in series 
to enclose wide opening, and permits of access at any 
desired point. 
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Featuring Tree Lighting Outfits 


Prominently Displayed in Your Window Multicolored Bulbs and 
Tree Decorations Arrest Attention and Help Sales 


id 











mas trade they always feature electric tree lighting outfits, which are easily dis- 
played along the foreground. Tarzian’s window has a bevel edge inside. The tree 
lighting outfits come in special holly boxes and are easily stacked against the bevel. Two 
or three dozen of these sets are sold every year just through the window display. These 
sales are profitable in themselves and, of course, bring people into the store to obtain other 
holiday hardware merchandise. 
Frank Potter, in Cleveland, always sells six dozen to a gross of these tree lighting outfits. 
He makes up a small table display with a light arched frame along which he runs a couple 
of sets. These he keeps illuminated at all times, Naturally people are attracted by two dozen 
small fancy bulbs and begin to ask questions. He sells the reflectors, fancy bulbs and com- 
plete sets. These come equipped with plugs for the light circuit or may be obtained for use 
with No. 6 dry cell batteries. 
Tree lighting outfits are easily displayed and make a worth while addition to any window 
’ or interior display, particularly if they are spread around and lighted. 


YH: Tarzian Bros., of Brooklyn, N. Y., prepare a window display to catch the Christ- 








Devotes 60 Per Cent of Floor Space to 
Holiday Goods 


H. G. Beatty & Co. Have Found That Display of Christmas Cards 
Is Not Only Profitable in Itself but Brings Many 
Prospective Customers into Store 


lator or sonny with a sled, but that is a long ways 








GOOD many hardware men invite the pub- 
| lic to come to their stores “to do your 

Christmas shopping” and make the appeal 
of “give gifts of hardware” without any more 
foundation for it than a general idea that con- 
siderable money is to be spent at the holiday sea- 
son and they want a share of it. Undoubtedly a 
goodly number of hammers and saws and other 
tools can be sold as practical gifts to father; like- 
wise mother will be pleased with a new perco- 





from a real share in the Christmas sales. 

When you realize how merchants in other lines 
of retailing turn their entire stores over to catch- 
ing the eye of the Christmas shopper with special 
decorations and what is more important, specially 
bought merchandise, it is small wonder that the 
hardware man, who ordinarily does little along 
this line, has to be content with a minor portion 
of the holiday prosperity. Possibly there are 


Reading matter continued on page 64 
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Rope Selling Suggestions 











HARDWARE SERIES SUGGESTION No. 4 : 
Rope in the Toy Department ; 
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A boy “takes to” rope like a duck to water. 
If you have ever attended a rope display, you 
will recall how the boys were eager to feel and 
handle the rope, asking no end of questions re- 
garding its manufacture or use. 
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A coil of 4%” rope displayed in your toy 
department will create its own demand. A length 
of this size rope can be used for many purposes, 
particularly a “lasso” or throw rope. 


In order to leave a favorable impression upon 
the boy and give him a rope that will stand up 
under the excessive abuse it is bound to receive, 
be sure you sell him Columbian Tape-Marked 
Pure Manila Rope. Send for a chart of Colum- 
bian Knots and Splices to hang up in this de- 
partment. 
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Columbian Rope Company 


352-80 Genesee Street 
Auburn, ‘‘The Cordage City,’’ N. Y. 








Branches: New York Chicago Boston New Orleans 





? "GUARANTEED ROPE* ts "Lguee' 
t moe COLUMBIAN ROPE CO. muons» SRE RED 


ASK FOR _COLUMBIAN TRADE MARKED ROPE 
—— 
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some who might even criticise Hobart R. Beatty 
of H. G. Beatty & Co., Clinton, Ill., as overdoing 
the gift idea in his store and perhaps accuse him 
of not longer being strictly a hardware store. 
But if this is true, very few merchants in other 
lines are “strictly” anything and a hardware man 
surely has as much right to diversify his stock 
with items which he can profitably sell as anyone 
else. 

The fact remains that Mr. Beatty each year de- 
votes fully 60 per cent of his entire floor space to 
the display of especially bought gift goods and 
it must be admitted most of these items are not 
common in hardware stores. Most of this display 
comes from greatly augmenting the year around 
chinaware department with a very complete and 
well assorted line of art novelties, such as candle 
sticks, vases, fancy bowls, trays, cut glass, light 
shades and many similar items. In addition there 
are party favors, framed motto cards, playing 
cards, score cards, and last but by no means least, 
Christmas greeting cards. This varied merchan- 
dise, in which Mr. Beatty invests well over 
$15,000 annually, begins to arrive at the store as 
early as August and as it comes, the kitchen ware 
department gradually makes way for it, until by 
the middle of October, the holiday goods occupy 
the entire space and the more staple items of 
everyday hardware are moved into other places. 

It has been Mr. Beatty’s experience that by 
making an early display of his Christmas mer- 
chandise, he greatly stimulates early Christmas 
buying and, in fact, fully 40 per cent of his holi- 
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day sales are made before the first of December. 
Through the practice of a little psychology, he 
had before the first of November sold over $300 
worth of Christmas cards. The desire for cards 
that were not being bought by every one else 
prompted many purchases. Mr. Beatty bought 
about $630 worth of cards this year and with a 
possible reorder, expects to sell approximateley 
$1.500. 

The margin on this class of merchandise is 
large, the resale price averaging at least double 
the cost, not only on the cards, but on many other 
gift items. So while the stock only turns once 
and a half times, it has proved itself a money 
maker. 

In speaking of his success in selling gift goods, 
Mr. Beatty emphasized the fact that he believed 
that the average hardware store would fail at the 
same thing, because the merchants would not or 
could not do it on a large enough scale. In addi- 
tion, he declares that the installation of a profit- 
able gift department requires a careful study as 
to the fads and fancies of the people of the com- 
munity. He attributes his success largely to his 
having about 25 of the leading women of the city 
as his customers, and their approval and purchase 
of any art novelty immediately marks it as a 
popular seller. 

Incidentally, the reputation of Mr. Beatty’s 
store as a gift center has extended his holiday 
sales of such staple articles as electric washers, 
vacuum sweepers and other household appliances. 





ware merchant has a won- 

derful selling opportunity 
with tools at Christmas time, 
Fayette R. Plumb, Inc., Phila- 
delphia, Pa., designed special 
holiday holly boxes and appro- 
priate holiday selling cards for 
hammers, hatchets and other 
items in their line. This picture 
gives you a graphic suggestion 
for your tool appeal at Christ- 
mas time. The boxes are dis- 
played at an easy vision angle 
and the special card stuck in the 
back of the boxes. This type of 
holly box can be used as well in 
the window as on the sales 
counter. They would also look 
well on a special sales table. 


or that the hard- 


Reading matter continued on page 66 
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Mechanics Like to Add This 
No. 500 Combination Bevel to Their Kits 


The blades can be swung in any position and 
are securely held in the position desired by 
tightening the thumb screws. The two blades 
make it possible to check many angles which 
could not be checked with a one-blade bevel. 
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The back of the tool is flat. This handy feature 
permits its being laid flat upon the work and 
lines accurately scribed. 





DEPAVON SY OYOVOPOVOVOLOLS 


Send for Small Tool Catalog No. 29 
BROWN & SHARPE MFG. CO. 


PROVIDENCE, R. I., U. S. A. 








CVO ONTO PONS 


Remember, there’s no Christmas Gift for a mechanic like 
Brown & Sharpe Tools! 


RROWN 


: “Standard of the Mechanical World” = 
IBS 
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Stoves, Pots and 
Pans and Kitchen 
Cutlery Can All Be 
Included in Santa’s 
Pack If the Hard- 
ware Merchant 
Does His Part 

















Christmas 
in the 
Kitchen 
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WD sin ago hardware merchants were in- 
clined to scoff at the idea of a range, a re- 
frigerator or an array of kitchen equip- 
ment masquerading as Christmas gifts. They 
simply couldn’t visualize the gift possibilities of 
washing machines, dish washers, beautiful alumi- 
num and granite ware, or shining kitchen cutlery. 
Mother usually received a plush album, a bottle 
of cheap perfume, or a dozen yards of black silk 
for a dress. 

But things have changed since the days of the 
Great War, when people learned to value useful, 
practical, long wearing merchandise. We have 
come to realize that our greatest joy comes out 
of our every day life, and hinges on those things 
which make our daily work easier and more pleas- 
ant. In the ordinary home, the housewife spends 
a good part of her day in her kitchen. She takes 
pride in it, and loves to revel in clean, shining 
equipment—a tool for every use and everything 
in its place. I can still see in my mind the smile 
of complete satisfaction that spread over my own 
mother’s face when Dad ordered a bright, new 
kitchen range delivered on Christmas Eve. She 
almost forgot to unwrap the usual package of 
black silk. 


The Wide Range of Gift Possibilities 


There is a wide range of gift possibilities in the 
things which go to make up a modern kitchen. 
Here is a partial list: Ranges—coal, gas, electric 





or combination; refrigerators, electric appliances ; 
aluminum, granite or cast ware utensils; dish- 
washers; fireless cookers; pressure cookers; 
kitchen cutlery, separate or in sets; fancy mixing 
bowls; pyrex ware and a host of other items 
which will come to your mind when you begin 
delving into your stock. 


Selling the Hardware Helps for the Christmas Dinner 


Many of the sales of holiday kitchen equip- 
ment hinge on the preparation of the Christmas 
dinner. For weeks mother is busy planning that 
wonderful meal. Father has visions of it, too, 
and is in a receptive mood for suggestions of pur- 
chases that will make the feast a success. Your 
job is to get mother’s interest, by showing her 
the beautiful line of kitchen equipment in your 
stock, by subtle suggestions in window trims, 
show cards and printed advertising. Once she 
gets the idea, she will do the rest and father will 
pay willingly. However, the amount of kitchen 
equipment you will supply for preparing and 
serving the Christmas dinner, is entirely up to 
you. The opportunity is there, and some one is 
going to grasp it. 

The Early Bird Again 


Remember, it’s another case of the “early bird” 
in selling kitchen equipment for gifts or holiday 





(Continued on page 98) 
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OUT TODAY 
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A ten-inch STILLSON is a gift they v will 1 use 
(You'd find it handy yourself) 





The old idea that men are hard w buy 
eine for, is ninety-nine and several 
undredths per cent nonsense. Every 
good hardware and motor-sapply 
sore, nowadays, is full of gifts that 
a man will like -—the things he 
never gets around to buying for 
himself. 
















Fine tools, for instance. Give a 
mana STULSON and the first thing 
he will do with ic is find a beter way 
of putiing ap the Christmas tree. In 
<n minutes he and his wife aad the 
Mwys will think of a dozen jobs for 
tha, new wrench to cut its teeth on. 

















Christmas shopp ers find 
this carton on your counter? 


Since we first began packing these” 


handy wrenches in special gift boxes, 
their Chrisumas sales have inc 

by the tens of thousands every year. 
Hundreds of people, many of whom 
are women, have written us that the 
houschold STILLSON is the most use- 
ful gitt they ever received. 


Almost all hardwage and -miustor- 
LLSONS 


supply stores sell 10-inch STP 

—asml che other sizes from 6 to 44 
inches, as well. Check some of the 
tolks off your list now as Chrisumas 
candidates for this inexpensive and 
most practical of gifts. 
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About 2,500,000 copies of The Sat- 
urday Evening Post are out today 
with this full page advertisement of 
the handy, boxed, 10-inch STILLSON 
for Christmas. 


‘‘Look for this Christmas carton 
on your dealer’s counter’’—it says. 
How about itr Are your customers 
going to find Christmas STILLSONS 
displayed where they can see them 
and buy them? 


Three years of continuous adver- 
tising and our special gift pack- 
ages have established the 10-inch 
STILLSON in a class by itself 
among the fine tools that hardware 
dealers put out on their ‘‘Gifts of 
Utility’’ counter. 


It’s pretty late but you can still 
get some Christmas STILLSONS 
from your regular source of supply 
if you hustle. 


WALWORTH COMPANY, Boston, Mass. 


Buffalo 
New York 


Chicago Cleveland 
Philadelphia Portland 


Erie 
Seattle 


London 
Youngstown 


Glasgow Kewanee, III. 
San Francisco 


Plants at Boston, Greensburg, Pa., Kewanee, Ill., and Attalla, Ala. 
Walworth International Co., New York, Foreign Representative 
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that cant 
he beat -- 


OW can the hardware mer- 
chant increase the amount 
of money men spend in 

his store at holiday time? Men 

do not shop around as women do. 

They decide on what sort of a 

present they want to buy and 

then they go and buy it. They 
don’t like to enter store after 
store and just look. They want 
to be able to walk in and ask for 
certain goods and then buy them. 

Said a hardware man to me 
the other day: “If I display goods 
in the window without prices on 
them, women may come in and 
ask ‘How much is that so-and-so 
in the window?’ Men don’t do 
that. They don’t like to ask 
prices with the possibility of hav- 
ing to back out without buying. 
They’re afraid it will make them 
look like pikers.”’ 

The lesson in that is plain 
enough in the displaying of mer- 
chandise at holiday time. Put 
the price in plain figures on 
everything displayed, whether in 
the window or in the store. A 
man out looking for something to 
give to a member of the family 
for Christmas may not know just 
what he wants, but he does know 
just about what he wants to pay. 
When you show something he 
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likes and price it at a figure he 
can afford, you make a sale with- 
out waste of time. 

I stood in front of a hardware 
store at the holiday season a year 
ago and watched the people pass- 
ing or pausing. Two men stopped 
to look at the window display of 
vacuum cleaners. “That’s a good 
looking machine,” said one of the 
men. “My wife’s been wanting 
one of those but they cost too 
much for me. I’d give ’em forty 
dollars for one, but they run all 
the way from fifty dollars up.” 

The speaker’s companion 
agreed that the cleaner on dis- 
play looked like a high priced ar- 
ticle. Just to satisfy my curi- 
osity, after the men went on, I 
went in and asked the hardware 
man the price of the cleaner. It 
was $39.75! 

The more you tell about the ar- 
ticle displayed in the window, the 
more information you make 
available right there on a card, 
the better your chances. that 
some man will come in and say 
right off-hand, “I'll take that 
one.” Don’t delude yourself into 
thinking that by omitting prices 
you compel people to come in and 
get the price, giving you a better 
chance to exercise salesmanship 
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Getting 
the Men’s 


Christmas 
Money 


on them. I have myself passed 
up too many purchases I might 
have made, to believe that omit- - 
ting prices brings men into a 
store. It may bring in some 
women, but not the men. 

The man who is out to buy for 
his wife a Christmas present 
that is of the useful type, some- 
thing of help to her in her house- 
keeping, will find many such 
things at the hardware store, but 
they must be made to look attrac- 
tive as well as useful. Friend 
husband may be prepared to hand 
his wife a nest of aluminum 
saucepans for Christmas, but he 
doesn’t want to walk in with 
three saucepans on a string and 
say, ‘“Here’s your Christmas 
present,” and those saucepans, 
if displayed in a mechanical, mat- 
ter-of-fact way, will not look to 
him as much like Christmas gifts 
as they will if displayed in a 
Christmasy setting. 

Show these prosaic household 
things in a window that is a 
Christmas window, that speaks 
of Christmas to every passerby. 
Make the background and the 
surroundings Christmasy, and 
arrange to show that the goods 
will be put up for purchasers, if 
possible, in holly boxes and so 
tied up as to look like something 
for Christmas, not merely like 
something for the kitchen. A 
man may be willing to buy useful 
gifts, but he feels better to 
camouflage the utility feature a 
little by means of a fancy pack- 
age. 

One line of hardware store hol- 
iday goods that a man is usually 
willing to come in and talk about 
and ask questions about, even 
when he is not sure of buy- 
ing, is the sporting goods line. 
Usually the man knows about 
the general run of prices on the 
sort of purchase he contemplates 
making, and he is anxious to see 





(Continued on page 100) 
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Simplified 
Construction 


Here's a sturdy, dependable Ratchet Breast 
Drill with % inch capacity with such a simple 
Ratchet and Speed Change Mechanism that it 
can be completely taken down and reassembled 


in a very few minutes’ time. 


ACCESSIBLE CONTROL 


Both the Ratchet Action and Speed Change 
are made by a half turn of the knurled Shifter 
Dial at the side of the Frame, right out in the 
open where the speed and action wanted can 
be obtained immediately and with less than 
one half a turn of the Dial. 
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LIGHT WEIGHT 


Aluminum used in both the smooth, ebony 
enameled Frame and Breast Plate together 
with the simplified construction make a Ratchet 
Drill weighing slightly over four pounds. 





DEPENDABLE PERFORMANCE 


Built into every part of this Drill, the 
Chuck, the Ball Bearing Spindle, the Gears, 
the Handles and Breast Plate, is that depend- 
able service characteristic of all Goodell-Pratt 
products. 


INTERESTINGLY PRICED 
Compare the price of this Drill with any 
other Drill of equal capacity and performance. 
Shguldn’t that consideraticn alone put it in 


vour stock? 





No. 677 Goodell-Pratt ee 


RATCHET Tools 


BREAST DRILL 
GREENFIELD, MASS., U. S. A. 





PRICE $8.80 








[e(ele)d) WO Ea ee. b 


| to} ©] OMe 61010) Des 07 6) &." 

















December 3, 1925 











HARDWARE AGE 71 




















The Tool Department 


Tools as Gifts 


By Don Thatcher 


international reputation as a gift shop, I 
saw on sale several tool sets, very good 
ones, and the product of a well-known manufac- 
turer. Around these tool sets there was an array 
of merchandise of all kinds, from unique bronzes 
and works of art in porcelain to girls’ hockey 
sticks, every thing of good quality, well displayed. 
There was a plane and brace missing from one 
of the tool sets. Inquiry about these missing ar- 
ticles brought forth an apology for having an in- 
complete set on display, together with the infor- 
mation that but a few minutes before they had to 
satisfy a customer who desired only the plane and 
brace to present to some one. The incomplete set 
was immediately replaced. The discussion at- 
tracted the attention of one of the managers, who 
was interested in ascertaining how often they 
had occasion to sell tools out of sets. Investiga- 
tion brought forth the facts—since last July they 
had ordered from the manufacturer seventy-eight 
odd tools to replace those sold from sets. 
Nothing definite was said about why the man- 
ager wanted that information, but I’ll wager that 
it will be but a short time before that gift shop 
has a variety of loose tools. Seventy-eight de- 
mand purchases are enough to indicate there is a 
sale for gift tools other than in sets. 
This incident led to further inquiry about tools 
as gifts, during the course of which I was agree- 


(a other day in a Fifth Avenue store of 


ably surprised to find that some of our own hard- 
ware stores were keenly alive to the sale of tools 
for gifts, one of them having gone as far as issu- 
ing an attractive illustrated folder featuring tools 
as gift goods. 

The manager of another store that enjoys a 
large tool business tells me that two years ago 
they started to give tools equal prominence with 
cutlery and specialties, such as vacuum contain- 
ers, percolators, etc., as gift goods. Today they 
regard tools as their principal line of gift goods; 
furthermore, they express the opinion that the 
tools sold for gifts bring much more repeat busi- 
ness to the store than do other goods sold for the 
same purpose. The boys and men who use tools 
for pleasure and recreation are always adding to 
their assortments. 

Oftentimes we see and know about results 
without knowing about or understanding the 
causes or reasons. I have always believed that 
no matter how well we are doing without complete 
knowledge, if we know the facts and reasons that 
are responsible for results we will do better. 

While seeking the reasons that make tools ex- 
cellent gift articles I have run across some things 
that in the ordinary routine and course of events 
one may not be expected to think about or credit 
with the part they play in the sales of various 
kinds of merchandise. 

During one of my interviews with a merchant 
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who sells many tools for gifts I met a gentleman 
whom the merchant described as one of his “star” 
tool customers. This man, like thousands of oth- 
ers who live in cities and thickly populated dis- 
tricts, felt the need for light exercise. His doctor 
suggested that light work with tools would supply 
the kind of exercise he needed, so he bought a few 
tools and every evening that something more im- 
portant or appealing does not arise he puts in an 
hour or so making odd pieces of furniture. 

This gentleman has been enjoying the use of 
tools for about eighteen months. He claims the 
exercise and recreation he obtains has greatly 
benefited him. He has made some beautiful pieces 
of what is termed home-made hand-painted fur- 
niture. His wife and daughter are interested. 
They spend many a pleasant hour together in the 
third floor rear room, now fitted up with work 
bench and tools that makes it appear like a well- 
equipped wood worker’s shop. 
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they are thinking about the hour taken away from 
their business, or thinking of matters pertaining 
to their business and what they will do when they 
return to store or office. Out at my country 
“building up” and training camp I obtain results 
because I provide a mental change that means 
rest and recreation. In addition to treatments 
and training designed to build and rebuild the 
physical, I encourage the making of things with 
tools. I don’t care what they make but it has to 
be something and they have to make it as well as 
they are able to. 

I have a large shop equipped with benches and 
all kinds of small tools; if the tools are not the 
best obtainable it is the fault of the man who 
sent you here. In addition to wood chopping and 
sawing, which is part of the routine for every 
camp visitor, every visitor puts in two hours a 
day on some kind of shop work with tools. 

When I get men interested in making things 








No. 1 No. 2 Ne. 3 No. 4 No. 5 No. 6 No. 7 
No. 1, Pegular Screwdriver: Neo. 2, Ratchet Screwdriver; No. 3, Bell Face Nail Hammer: No. 4, Cabinet or Electricians’ Screw- 


driver; No. 5, Shingling Hatchet; No. 6, Hand Drill; No. 7, Ratchet Brace. 


Another inquiry led to an interview with a 
famous physical culture teacher — equally well 
known as a conditioner and builder up of men 
who succumb to the grind of.business. His re- 
marks anent the use of tools by men who need 
mental as well as physical change and recreation, 
while reminding us of one of the oldest and best 
methods of exercise—“sawing wood”’—a pastime 
indulged in even by a well-known man now seek- 
ing to forget his past glories, are illuminative and 
offer for further thought the query of whether 
we of the hardware business are the dealers in 
the real commodities for remedying many of the 
illls of mankind. 

This gentleman has given considerable thought 
to the subject. It is his business to know how to 
rebuild men. He told me—these men who come 
to my day time classes and use the light appara- 
tus in the gymnasium are benefited—the exercise 
itself is helpful, but all the time they are here 


with their own hands—they think about what 
they are doing—and stop thinking about their 
other problems and worries which are the prob- 
able regson for their being one of my guests. 
From that point on they become better men physi- 
cally and mentally. I have yet to meet the man 
who does not like to work with tools, even those 
who never before used a tool and are timid about 
cutting themselves, soon become fond of working 
with tools and forgetting their troubles. 

The foregoing are but some of the reasons why 
tools are good gift articles. I suppose there are 
many men in every community just waiting to be 
told that they can enjoy healthful light exercise 
and mental relaxation working at something with 
tools. Would it be too far fetched to use a sign 
reading: 

“For light exercise and mental relaxation, 
Make something at home. 
Use Good Tools. 








Our World Wide Buying Number 


Which will appear Feb. 4 will circularize in all the English Speaking Markets of the world 
and contain information of value to every exporter and prospective exporter of American 


made Hardware. 
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Making Business Safe for Morons 


By Saunders Norvell 
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Vd FTER my digression last week into the an- 


cient history of Greece, I think it is about 
time that I got back to business! Unfortu- 
nately, we are not living in the age of the 
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Greeks. 


* * *% 


Do you remember that old Greek statesman who 
gathered the idea that the love of money was the root 
of all evil? He decided that the Greeks should not 
spoil their lives chasing dollars, so he had their money 
made of iron. There was no gold or silver. If a man 
accumuiated a lot of money, he could not carry it 
around with him, he could not hide it, and it was very 
difficult to store. When one of these Greeks devoted 
his life to accumulating a stack of iron, he made him- 
self rather ridiculous in the eyes of his neighbors! 

* % * 

A hardware jobber writes: “We have had a very 
good year, but the retail merchant surely has the idea 
of buying from hand to mouth. We are receiving a 
tremendous number of orders but most of the items 
are for fractions of a dozen. It largely increases the 
cost of doing business. We are afraid that our in- 
creased expense account will make a large hole in our 
net profits when we get our returns on the year’s 
business. However’—this correspondent writes— 
“our sales of Christmas goods, while late, are very 
large. All the business is piling up on us at the last 
moment and is very difficult, almost impossible, to 
handle.” 

* &- + 

In our own business, manufacturing and selling 
drugs and chemicals, we are up against the same 
problem. We distribute our goods over the United 
States through jobbers. Our jobbing customers, gen- 
erally speaking, are enjoying a very large business. 
Business has been very much better since July. Most 
of our jobbers have formed the habit of buying from 
us just as they need the goods—no future orders— 
only a week-to-week buying system. This was very 
pleasant and satisfactory under normal conditions; 
therefore, all through the early part of the year we 
had plenty of stock and orders were filled promptly 


without any shortages. 
* * % 


To risk a bit of truth, our jobbing friends were a 
little spoilt by the excellent service we were giving 
them. Then, along in September, everybody started 
heavy buying all down the line. On many items our 
sales were ten times what they had been with the 
normal demand. Everybody wanted their goods at 
once. If items were short, telegrams from the West 
came flying like barbed and winged arrows. “What 
is the matter with you?” “What about that good ser- 
vice?” “Do you expect our salesmen to push your line 
when you cannot fill orders?” “Our salesmen have 
sold the goods. You wanted more business. Now we 
are giving you the business and you cannot take care 


of it.” Etc., etc., ete. 
* * * 


Let us calmly and judiciously study the situation. 
It is impossible for a manufacturer to produce goods 
in a few days. Raw materials, cases, cartons, tins, 


bottles and labels must be provided long in advance. 
In our own line, certain goods must be aged. They 
cannot be shipped as soon as manufactured. Natu- 
rally, any well-regulated manufacturer in these days 
of hand-to-mouth buying attempts to carry a stock so 
he can fill orders promptly. Every manufacturer 
wishes to fill orders promptly. He desires to ship 
goods and turn them into money. Every manufac- 
turer conducting his business carefully uses the maxi- 
mum and minimum stock system. Along with this, 
he also uses his best judgment as to the drift of 
business. We, for instance, in July believed we saw 
signs of quite a revival in business. We gave in- 
structions to employ more people, manufacture more 
goods and carry heavier stocks. However, there is 
a limit to this sort of thing. A manufacturer cer- 
tainly would be foolish to gamble in making up quan- 
tities of goods very far in excess of his past record 
of sales. Even when a sales department is optimistic, 
experience has taught the careful executive that sales- 
men’s promises in the way of sales are not always 
fulfilled. No, no, Nanette, not always!! 
* ¥ * 

So, in the fullness of time, when, by reason of a 
careful study of quick turnover, the retailers’ stocks 
look like an articulated skeleton; when the jobbers’ 
shelves, by reason of the same propaganda of 
quick turnover, have bins that are filled mainly with 
atmosphere, and then when, by reason of improved 
conditions, an enormous demand springs up from the 
great consuming public, what happens? The retailer 
calls for immediate shipments on the part of the job- 
ber. The jobber calls for immediate shipments from 
the manufacturer. What follows? The manufac- 
turer’s stock is cleaned out—he cannot ship.. The 
jobber is disappointed. The retailer is disappointed. 
Profitable sales are lost all down the line. Right at 
this moment, we would like to have Secretary Hoover 
of Washington figure out how much profit is being 
lost by reason of a loss of sales as a result of a short- 
age of goods. I would be willing to take the amount 
for my salary for this year’s work and I think Secre- 
tary Hoover would be satisfied with the same arrange- 


ment! 
+ ¥ %& 


Let us get down to fundamental facts on this ques- 
tion of quick turnover and hand-to-mouth buying. I 
mean a broad view based on facts in the entire trade, 
as Secretary Hoover is trying so hard to train us 
morons to do. I do not mean to study the situation 
from the standpoint of the retailer or the jobber or 
the manufacturer. Let us study it as a whole, on the 
basis of economy in general distribution. If manu- 
facturers are expected to be prepared to take care of 
a sudden and enormous demand for goods, naturally 
they must carry, at all times, enormous stocks. They 
must constantly gamble with their inventories. This 
means a much greater capital investment, the risk of 
declines and the depreciation of stocks on hand. It 
also means more insurance and more warehouse space. 
Is this economical? Will it not be very expensive? 
Will it not naturally add to the cost of goods and to 
the cost of distribution? The ideal plan may be for 
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the retailer to get his goods in fractions of a dozen 
from week to week as he needs them, but it simply 
backs up an increased cost of doing business to the 
jobber and the manufacturer. Is there any general 
economy in this? Will not both jobbers and manu- 
facturers be ultimately forced to advance their prices 
to cover such service? 

If the jobber is to be ready at all times to take care 
of any changing and sudden demand, he also must 
‘arry an extra heavy stock of goods. This means in- 
creased inventory, more warehouse space, more in- 
surance, more depreciation. If the jobber does not 
increase his stock of goods, how can he take care of a 
spurt in business such as we have just had? As a 
matter of fact, from the information that comes to my 
altudinous office, many of the jobbers in the hardware 
line have not taken care of their business very effi- 
ciently this fall. Their shortages have been unusual. 
These shorts have been very inconvenient to the re- 
tail merchant and have caused both considerable loss. 
It is notorious in all lines that retailers have been 


constantly short of stock. 
* % * 


What is the only conclusion that we can reach in 
studying this problem? If we must regulate our 
business to take care of this hand-to-mouth buying, 
we must be prepared for exceedingly dull months when 
buying will be very light. We must carry our inven- 
tories and our employees over these dull months so 
we will be ready to take care of the rush when the 
hand-to-mouth buyers are pushed for goods. What 
are we going to do with our employees in our account- 
ing, stock and shipping departments during these dull 
months? Will Secretary Hoover of Washington please 
advise us? If we let them out in order to reduce ex- 
penses, we will not be able to handle the rushes of 
business when the rush time comes. If we keep them 
on the payroll, this of course will increase the cost of 
doing business when there is no work for them to do. 
What is the answer? 

* oa 

Well, personally, I dislike taking issue with my 
distinguished friend in Washington, but I think, and 
a good many manufacturers and jobbers—friends of 
mine—think, that all this agitation for “quick turn- 
over” and no future buying has been entirely theo- 
retical. It is bad business thinking. It is not eco- 
nomical and it is not practical. Allow me to say that 
in our own business it does not work and I know it 
does not work in hundreds of other lines. In the old 
days in the hardware business, retail merchants 
placed future orders, with a dating, with their job- 
bers. The salesmen and their customers had plenty 
of time to place these orders in months when business 
otherwise was very dull. 

% * *% 

Why shouldn’t an intelligent retail merchant place 
a future order? He certainly knows, or should know, 
approximately what he will sell in wire cloth, screen 
doors, ice cream freezers, refrigerators, etc. All this 
mass of spring business was formerly got out of the 
way by the retailer, the jobber and the jobber’s sales- 
man so they had time to take care of the spring busi- 
ness when the actual selling to consumers started. 

% “ “ 

Why shouldn’t an intelligent jobber, who has rec- 
ords and who knows his business, be able to approx!- 
mate his spring orders with the manufacturer? When 
‘his jobber receives a dating, why shouldn’t he allow 
the manufacturer to ship the goods to him in the dull 
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months of January and February? Why shouldn’t he 
get his stock ready for the heavy spring demand 
which usually comes in March and April? Where is 
the common sense of this jobber in waiting until the 
first of March and then expecting the manufacturer 
to supply him, and everybody else in the United States, 
with the goods at the same time? 
% * % 

But why continue this argument? The old system 
of selling futures with a dating was a good system. 
It was efficient and it was economical. Retailers, sales- 
men, jobbers and manufacturers could do work under 
that system in dull times. They could get this work 
out of the way and therefore have more time when the 
busy months came. Everybody could accomplish more 
at a lower cost. Jobbers could accumulate their fu- 
ture orders and turn them over to manufacturers. 
Manufacturers could tabulate these orders and get 
some idea of how much raw material to buy and 
what provisions to make for the season’s demand. 

* % ¥* 

Now, of course, I do not mean that any retail mer- 
chant should attempt, in buying futures, to place his 
order for the entire quantity he will need for the 
season. He should, however, place an order at least 
for the minimum quantity that he knows he will need 
of certain goods with the idea that if he needs more 
of these goods as the season progresses, he can ob- 
tain them promptly from his jobber. The jobber 
should place his orders on the same basis with manu- 
facturers and the manufacturer, of course, would ex- 
pect to carry a sufficient stock on hand throughout 
the season to supply these orders for the surplus needs 
of the trade. As matters stand, however, on the theory 
that no future orders are to be placed, no jobber can 
satisfactorily take care of the rush at the last moment 
when it comes, nor can any manufacturer take care 
of such business. It is all gambling of the worst 
kind and it is all a result of wrong and theoretical 
thinking as to the advantage of a “quick turnover.” 

* * % 

The point I am attempting to make is that the old 
system of selling futures with a dating, taken upon 
the whole, was a more efficient and economical system 
that the present idea of buying goods as needed from 
hand to mouth. The present course of the retail hard- 
ware dealers and jobbers is working directly into the 
hands of’ the mail order houses and chain stores. I 
have just read an article written by the president of 
the Woolworth stores, in which he states that many 
of their goods are purchased two years in advance and 
it is a common and usual thing for them to buy what 
they need a year in advance. There is no difficulty 
whatever for a manufacturer to get future orders 
out of mail order houses or chain stores. They have 
not been struck with this theory of buying from hand 
to mouth. Now, when a manufacturer wishes to as- 
sure himself—to be safe in his volume of business— 
can you blame him for going to the mail order houses 
or the chain stores and taking their future orders, 
even if it is necessary for him to cut the price pos- 
sibly lower than he would sell the same goods direct 
to a jobber who will not place any future orders? 

% % * ‘ 

As a result of the war, many of us have got a 
good deal twisted in our thinking on a number of 
subjects. One of our main troubles since the war 
has been the amount of theory that has been unloaded 
on us. A lot of these theoretical ideas have been 
taken up by our centralized government. These are 
things, we are told, that were learned in the great 


(Continued on page 99) 
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Six Square Feet is all the space a 


Congoleum Sales Rack requires 
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eA” A PROFIT-MAKER this handsome Congoleum 
Sales Rack has made a decided hit among Congoleum 
dealers, especially in the hardware business, where space is 
at a premium! Some claim their racks have almost doubled 
their Congoleum Rug Sales. 


This “silent salesman,” as one dealer calls it, is sturdily 
made of steel and durably enameled in olive green with gold 
lettering. It holds 18 room-size rugs—displayed to such good 
advantage that customers cannot fail to see and be impressed 
by their beauty and the wide variety of patterns. Then too, it 
displaysthe Congoleum nameand Gold Seal prominently. It is 
54 in. wide, 63 in. high by 15 in. deep. It costs but $15.00 f.0.b. 
nearest warehouse. (Shipped crated, gross weight |50 Ibs.) 


Congoleum Rugs always havea ready sale in hardware 
stores. They’re right in line with washing machines, self- 
wringing mops, fireless cookers and other labor-savers 
for the home. And with the Congoleum Sales Rack to 
save floor-space and simplify selling there’s no reason 
why every hardware dealer should not have a big share 
of the profits that aggressive merchants enjoy through- 
out the year. Write us for details. 


CONGOLEUM-NAIRN INC. 


Hardware Division Headquarters 


1421 Chestnut Street * Philadelphia, Penna. 


e 
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Out of the mail bag! 


“We have found the Congoleum 
Sales Rack to be certainly well 
worth the investment from the 
standpoint of display; also it re- 
guires only a small amount of 
floor space.” — Beckley Hardware & Supply Co., Beckley, W. Va. 

“My Congoleum Sales Rack has increased my sales, cut down 
handling expenses and saved time and store space. As a fixture it 
is a credit to any store.” — Rice Hardware Co., Hammonton, N. J. 

“Our Congoleum Sales Rack not only shows the line to advantage; 
but hasincreased the sale of Congoleum Rugs decidedly. Weconsider 
BE shen RS the Congoleum Sales Rack the greatest silent salesman we ever 
. eee 7 = had—and positively would not do without it.’—H. S. Steele 

pa a Hardware Co., Apollo, Pa. 

“Our sales of Congoleum Rugs have shown a decided increase 
since the installation of our sales rack four months ago. We are 


eric a's 
‘Aww Floor CO en Pf cramped for space in our store and find the rack displays the Con- 








eset gees goleum Rugs to good advantage and requires very little space.” — 


wt ais eons wo = oi ‘ ' Robert A. Stransky, Hardware Merchant, Buffalo, N 
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National Chamber Takes Referendum 
On Price Protection 


Result Will Influence Congressional Action—House Committee Com- 
pletes Tax Reduction Bill—Postal Rates Protested 


By W. L. Crounse 


WASHINGTON, Nov. 30, 1925. 

OON after the ink is dry on this issue of HARDWARE AGE its 
S many readers will have an opportunity to vote on the new 

referendum of the Chamber of Commerce of the United States 
involving the question of the desirability of legislation legalizing 
contracts between manufacturers and their distributors for the 
maintenance of resale prices of trademarked or otherwise identified 
merchandise. The referendum has been the subject of close study 
by a special committee for more than six weeks and at this writing 
it is being put into final form with a view to its submission to the 











numerous trade bodies affiliated with the National Chamber. 
Forty-five days will be allowed for the membership to vote upon 


the 


counted and the results announced. 


referendum after which the ballots will be assembled ‘and 


It is probable, therefore, that 


Congress and the general public will have the benefit of the views 
expressed in the referendum not later than Jan. 15. 


New Price Maintenance Bill 


Perfected 


This probable outcome fits in very 
well with the plans of the promoters 
of the movement for early legislation 
on this important subject. For no less 
than six months a committee of well- 
informed business men and their legal 
advisers have been engaged in the work 
of framing a new price protection bill 
to be introduced upon the reassembling 
of Congress next Monday. 

The new measure will be referred to 
the House Committee on Interstate 
and Foreign Commerce and will proba- 
bly be the only bill dealing with this 
subject to be brought forward under 
influential auspices. The Kelly, Wil- 
Jiams, Merritt and Wyant bills will 
probably be withheld, as their authors 
are understood to be entirely willing to 
accept the new composite measure as 
a substitute. 

Chairman Parker of the House com- 
mittee is understood to have advised 
the friends of the price protection bill 
that hearings will be granted as early 
as possible in the new session. Inas- 
much as the opening of the new Con- 
gress involves the reorganization of 
committees, including the selection of 
a number of both majority and minor- 
ity members, it will not be practicable 
to start the hearings until these 
changes have been made, but it is hoped 
that an opportunity will be given to all 
witnesses who may desire to do so to 
give their views before the holiday 
recess, which will probably begin Mon- 
day, Dec. 21. 





Bill May Be in House by Jan. 15 


On this basis it will hardly be pos- 
sible to have the bill reported to the 
House before Jan. 15; hence the refer- 
endum of the National Chamber of 
Commerce will doubtless be ready for 
promulgation in time for the exercise 
of its influence upon Representatives 
before the subject can be called up for 
debate. 

Although it is nine years since the 
issuance of referendum No. 13, the first 
attempt to get at the sentiment of 
business men on the subject’‘of price 
protection, nevertheless the new refer- 
endum will follow closely the lines of 
the old. This emphasizes strongly the 
fact that the price maintenance princi- 
ple is an invariable factor in any sound 
code of business ethics, and that it does 
not change with the passing of a few 
years. 

In the opinion of the Chambers’ com- 
mittee, a system of price maintenance 
as a protection to the public interest 
has distinct advantages over any sys- 
tem of unrestricted prices. Production 
costs can best be kept down to a mini- 
mum by a careful adjustment to known 
price standards. Production profits 
under the conditions specified are com- 
petitive and, therefore, cannot be 
predatory. 


Speed of Sale Cuts Distribution Costs 


Distribution costs are materially re- 
duced by the increased speed of sale, 
which is the result of identification of 
the merchandise and the stimulation of 
demand by advertising. This general 


stimulation throughout the country has 
shown itself in many lines of merchan- 
dise to be a more effective method of 
speeding turnover than dependence 
upon the skill of local merchants. Dis- 
tribution profits under a properly safe- 
guarded system of price maintenance 
can never assume an extortionate size. 

The conclusions of the majority re- 
port upon the referendum, which are 
being closely followed by the commit- 
tee drafting the questionnaire, are as 
follows: 

1. A properly regulated system of 
price maintenance on identified mer- 
chandise made and sold under com- 
petitive conditions puts the emphasis 
in competition upon quality and ser- 
vice, while at the same time, it pro- 


.vides for the public adequate protec- 


tion against extortion. 

2. Price maintenance under these 
conditions preserves the social advan- 
tage of an adequate incentive to in- 
vent and devise new products. 

3. Price maintenance under these 
conditions serves to prevent monopo- 
listic control of production processes 
by powerful distributors. 

4. Price maintenance under these 
conditions preserves the social advan- 
tages of such distribution conveniences 
as are represented by neighborhood 
stores and by small but skillful mer- 
chants. In some trades it is the sole 
guarantee of the preservation of the 
accepted system of distribution. For 
instance, it assures the preservation of 
book stores as individual enterprises. 
If the social value of such factors as 
these is less than their economic cost, 
they are not worth preserving. But 
who is ready at this time to encourage 
their annihilation? It is noteworthy 
that the agitation in favor of restoring 
to producers the control of resale prices 
originated with the small, independent 
retailers, and that most of the oppo- 
sition to it comes from the large and 
powerful retail concerns. 

5. The right of the producer to set 
resale prices is an accepted principle 
of business law. We believe that in 
the long run the public interest will be 
best served by legislation specifically 
permitting this method of doing busi- 
ness in identified articles made and sold 
under competitive conditions. 
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Customers are quick to grasp and appreciate the remarkable advantages of U. S. Poul- 
try Fence once these are called to their attention. These outstanding sales fea- 
tures will aid you in selling U. S. Poultry Fence with the minimum of effort. 


Superiorities of U. S. 
Simplify Selling 


It’s All in U. S. Poultry Fence is built like a Farm Fence. Line 
the W. wires run parallel the full length of the roll. The in- 
oo tertwisted, reinforced joints lock the line wires so firmly 

J 


together that they cannot slip or spread. This superior 
construction is found only in U. S. Poultry Fence. 


-7 U.S. Poultry Fence requires no top rail, no baseboard. 
rs _ “vn d It stretches like Farm Fence, without buckling, bagging 
ee sagging. The tighter you stretch it the better it 


looks and the better it stays. 


Rolls Out U. S. Poultry Fence rolls out flat like carpet. It cuts 
Flat on Fl without waste. The neat, compact rolls occupy one- 
GF ON DNOOF third less space than old style netting. 


With all its superiorities, U. S. Poultry Fence costs no, 


= —_ more. Really it costs less “put up” for it requires no 
p wood frame and fewer posts to erect it. 
A Fence to The neat, symmetrical appearance of U. S. Poultry 


Fence appeals instantly to all buyers. It is easy for a 
be Proud of customer to picture just how well a fence made of U. S. 


will look upon his own place and when he weighs all 
of these features, there can be no doubt in his mind 
which fence he will buy. 


There are few items in your store which will sell as readily, 
as profitably and as satisfactorily as U. S. Poultry Fence. 





Indiana Steel & Wire Company 


Muncie, - - Indiana 
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C. W. Bennett and W. A. Irvin Elected 
Vice-Presidents American Sheet 


& Tin Plate Co. 


HARLES W. BENNETT, who has been assistant to the presi- 
of the American Sheet & Tin Plate Co., Pittsburgh, for the 
past 19 years, has been elected vice-president, succeeding the late 
Stewart A. Davis, and William A. Irwin, for 20 years assistant to 
the operating vice-president, has been elected vice - president in 


charge of plant operations. Both 
American Sheet & Tin Plate Co., 
years. 


Alabastine Company 


Victor M. Tuthill, secretary of the | 


Oliver Machinery Co., has been elected | 


president of the Alabastine Co., Grand 
Rapids, Mich., manufacturers of Ala- 
bastine cold water paint. Mr. Tuthill 
suceeds James L. Hamilton, president 
since 1912, who is now chairman of the 
board. William Anderson continues as 
vice-president, C. Hamilton as 
treasurer and A. D. Rathbone as secre- 
tary. 
1926. These officers with Thomas J. 
O’Brien and Noyes L. Avery comprise 
the board of directors. 

Mr. Hamilton, the new board chair- 
man, has been with the company for 
more than 40 years, starting as book- 
keeper. His work in the development 
of the company as general manager for 
many years resulted in his election as 
president in 1912 and re-election each 
consecutive year until this year. 

H. C. Hamilton in addition to his 
office as treasurer will assume the 
duties of general manager, hitherto 
cared for by James L. Hamilton. 

William C. Harper was voted the ex- 
ecutive position of director of sales. 
He has been active in the sales depart- 
ment in various positions for more than 
12 years, acquiring an intimate knowl- 
edge of the trade in the United States. 

H. C. Hamilton, general manager and 
treasurer, has been continuously con- 
nected with the company for more than 
30 years and his knowledge of credits 
and acquaintance with the important 
departments of material purchased and 
treasurer’s duties made him in the opin- 
ion of officials especially fitted for the 
task of supervision as general man- 
ager. 

Thomas J. O’Brien of the directorate 
is one of Grand Rapids’ foremost cit- 
izens, internationally known, having 
served as minister to Denmark and as 
ambassador to Japan and to Italy. 

William H. Anderson, for more than 
30 years has been president of the 
Fourth National bank. Noyes L. Avery 
is president of the Michigan Trust Co. 
and recently was elected a director of 
the Grand Rapids Gas Light Co. 


men have been identified with the 
and its predecessors for about 30 


Tuthill Elected President of | Huffard Now Vice-President 


of National Carbon Co. 


W. J. Knapp, President of the Na- 
tional Carbon Company, 30 East 42nd 
Street, makers of Eveready Flashlight 
& Radio Batteries, announces the elec- 
tion of Paul P. Huffard as Vice-Pres- 
ident and General Manager of the com- 


pany. 
Mr. Huffard began his career in 1905 





Elections are effective Jan. 1, 


at the Electrometallurgical Works at 
Kanawha Falls, Virginia, as chemist, 
while still a college student. Upon at- 
tainment of his degree, he was trans- 





Paul P. Huffard 


ferred to the Niagara Falls plant of the 
Union Carbon and Carbide Company, 
of which he eventually became super- 
intendent. His first position with the 
National Carbon Company was works 
manager of the Electrode Plants; later, 
in charge of production of all the Na- 
tional Carbon Company plants. His 





present advancement places him in 
charge of all phases of activities of 
the National Carbon Company and its 
associated companies, including the Na- 
tional Carbon Company of San Fran- 
_ cisco, and the Canadian National Car- 
'bon Company, Limited, of Toronto, 


| 
| Canada. 


| Andrew Glass Dead 


Was Vice-President of Wheeling 
Steel Corp. and Member of 
Family Long Identified in Steel 
Industry—Was 45 Years Old. 


Andrew Glass, director, vice-president 
and general manager of the Wheeling 
Steel Corporation, Wheeling, W. Va., 
died suddenly of heart attack Nov. 21, 
at the age of 45 years. With the excep- 
tion of a period from 1922 to May, 1924, 
when due to illness he relinquished his 
duties, he had been in active charge of 
all operations of Wheeling Steel Cor- 
poration plants from the organization 
of the corporation in 1920 by consolida- 
| tion of the La Belle Iron Works, Wheel- 

ing Steel & Iron Co. and the Whitaker- 
Glessner Co. Mr. Glass was born in 
Wheeling, received his education in Chi- 
cago schools, and held his first position 
at the age of 18 with the Chicago office 















































Andrew Glass 


of the Wheeling Corrugating Co. In 
1909 he became resident manager of the 
Portsmouth Steel Co., which concern 
was known later as the Portsmouth 
works of the Whitaker-Glessner Co., 
and subsequently the Wheeling Steel 
Corporation. Under his direction these 





| plants at Portsmouth, Ohio, were vir- 
| tually rebuilt. 
the 


As general manager of 
Portsmouth works during _ the 
World War, he conducted noteworthy 
cxperiments for the Government and 
won recognition for his company and 
for himself for distinguished success 
in development and production of ma- 
terials for the ordnance and supply de- 
partments, and was the personal repre- 
sentative of his company at Washington 
conferences. He was a nephew of Alex- 
ander Glass, chairman of the board of 
directors of the Wheeling Steel Corpor- 
ation, and came of a family of pioneers 
in the steel industry of the Ohio Valley. 
True to his heritage he prepared him- 
self early in life for an active career 
in the steel business and, scarcely be- 
yond forty years of age, was one of the 





industry’s prominent figures. 
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Pacific Coast Firm Obtains 
- Los Angeles Location 


The New York Hardware Trading 
Co. have recently leased for a period 
of 10 years, the storeroom at 625 South 
Hill Street, Los Angeles. 
= a rental of approximately $200,- 
000. 


i 
| 


The lease in- | 


It is the intention of the New York | 
Hardware Trading Co. to open one of | 


the finest hardware and specialty stores 
in Southern California. This firm spe- 


cializes in cutlery, fishing tackle and | 


builders’ hardware. 
as one of the largest retailers of these 
commodities on the Pacific Coast, hav- 
ing at present four stores in Southern 
California and they are opening an- 
other at 118 Colorado Street, Pasadena, 
and they carry a stock of merchandise 
exceeding $1,000,000. 

This firm started in the hardware 
business 15 years ago on the present 
site of the Ville de Paris Department 
Store on West 7th Street, and in open- 
mg their new store at 625 South Hill 
Street they will be back in the vicinity 
of their former location with greatly 
enlarged facilities to handle their ex- 
panding business. 

The officers of this company are J. 
C. Guerrant, president; Peter Guer- 
rant, vice-president, and N. J. Haynes, 
secretary and treasurer. 





Wankelman Elected President 
Cincinnati Hardware Club 


With an attendance of 62 members 
and an excellent program of business 
and pleasure, the annual meeting of the 
Cincinnati Hardware Club, held at the 
Hyde Park Golf and Country Club on 
Nov. 19, proved to be one of the most 


/ 





Fred Wankelman 


successful in the organization’s his- 
tory. 
James B. Carson, secretary Ohio 


Hardware Association, and S. R. Miles, 


of the National Association, were pres-| 


ent and made short talks. Howard 
Greene, manager wholesale department 


They are rated | 























Cincinnati can extend its present mar- 
kets. 

Fred Wankelman, Jr., Licht-Wankel- 
man Co., was elected president for the 
ensuing year. Other officers named 
were Fred Miller, Kruse Hardware 
Co., first vice-president; James Bailey, 


Hartman Bailey Co., second vice-presi- | 


dent; E. J. Becker, The H. Belmer Co., 





Charles Pfarr 


secretary; Charles Pfarr, The Huene- 
feld Co., treasurer. 

After the business program, which 
followed a delicious turkey dinner, the 
members adjourned to the club’s bowl- 
ing alleys, where they displayed their 
prowess as star bowlers. 

Oscar Small, Ohio Varnish Co., re- 
tiring president, presided over the 
gathering. 





Auburn Store Suffers Loss 


Through Fire, Nov. 21 


Fire, Nov. 21, destroyed a portion of 
the store and equipment of the P. M. 
Herron Hardware Co., Auburn, N. Y.., 
with a reported loss of $25,000. 





Smith, Assistant Superintend- 


ent Armco Ashland Mill 


Russell R. Smith has been appointed 
assistant general superintendent of the 
Ashland, Ky., works of the American 
Rolling Mill Co., and will be in charge 
of the sheet and jobbing mill opera- 
tions. William Hoover has become 


superintendent of the sheet and job- 


| maintenance. 


open hearth department. 


bing mill departments and Thomas J. 
Flaherty superintendent of electrical 
Worley P. Albaugh has 
been appointed superintendent of the 
All of the 
men have been associated with the Ash- 


| land division of Armco for a consider- 


Cincinnati Chamber of Commerce, was | 
also a guest and told the members how | 
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able time. 





John W. Myers Dead 


John W. Myers, Lorain, Ohio, presi- 
dent Wise Furnace Co., Akron, Ohio, 


died at his winter home in Daytona, | ) t 
' corporation, survive him. 


Fla., Nov. 18. He was 68 years old. 


| 




















G. D. Roper Dead 





Was President of Roper Corp., 
Manufacturers of Gas Stoves; 
Had Been Very Active in Civie 
Work—70 Years Old. 


George Denny Roper, president of 
the Roper Corporation, manufacturers 
of gas stoves, Rockford, IIl., died at his 
home in that city on November 17, after 
an illness of almost two years. 

Mr. Roper was born in Springfield, 
Ill., 70 years ago, moving to Rockford 
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G. D. Roper 


in 1880 to take a position as salesman 
with the Rockford Watch Co. Five 
years later he entered the employ of 
the Van Wie Gas Stove Co., which 
shortly afterward was totally destroyed 
by fire. The Van Wie interests did not 
rebuild after the fire but moved from 
the city, so Mr. Roper took the oppor- 
tunity to form a new company, the 
Eclipse Gas Stove Co., and erected a 
factory on the southern edge of Rock- 
ford. 

In 1919 he effected a merger with two 
other gas stove manufacturers under 
the name of the Roper Corporation, of 
which he became president. 

Mr. Roper was very active in civic 
affairs and for several years had been 
chairman of the city’s planning cdém- 
mission. He was largely responsible 
for the park and boulevard system as 
well as the general plan of the city. 
His wife and one son, M. P. Roper, who 
is vice-president and treasurer of the 
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CANNON BALL 
BEATS EM ALL 
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Single or double column news- 
paper cuts of any illustration 
on this page, mailed on request. 
Life size cut-out of Cannon Ball 
Boy, fits large size wagon, sent 
with order for $50.00 or more. 


Saturday 
Evening Post 
Advertising 


Attractive Posters 
Window Cut-Outs 
Movie Sides 


Natural 
Attractiveness 


Distinctive 
orange finish with 
green trim 


Sturdy 
construction 


— all are working together 
to help dealers sell Cannon 
Ball Wheel Goods on a profit- 
able basis. | 


Cannon Ball Coaster Wagons 
in 3 sizes. Junior Wagons in 3 
sizes. All steel wagons, Pedal 
Cars, Play Boys, Scooters and 
Skee-Skooters, Skeeboggans 
and Skee-Bobs are now on 
hand for prompt delivery. 


Phone, wire, or mail your fill-in orders to nearest 
branch for quick service and prompt delivery. 


HUNT-HELM-FERRIS & CoO. 


Harvard, Illinois 


Industrial Building 
Albany, New York 


22nd and Arch Streets 
Philadelphia, Pa. 


1811 E. 7th Street 
Los Angeles, Cal. 


383 Brannan Street 
San Francisco, Cal. 


422 Stinson Boulevard 
Minneapolis, Minn. 


1322-1330 W. 13th St. 
Kansas City, Mo. 





- a 


—— 


Winter Thrillers 
and Heavy Sellers 


A long winter is predicted with plenty 
of cold weather and snow; just the 
kind of weather to invite the use of 
Cannon Ball Skeeboggans and Skee- 
Bobs and help their sales. Cannon 
Ball Skeeboggan is made of heavy 
spring steel with runners formed in 
the sides. Finished in brilliant orange, 
green trim with rubber covered plat- 
torm. Hinged handle folds flat — 
easily carried in car or bus. 


CANNON BALL 
SKEE- 
BOBS , 









Cannon Ball Skee-Bob, 
No. 1146, has channel 
steel frame with hard- 
wood rubber - covered 
running board. Easy 
to steer by turning 
handle. Can be quickly 
stopped by a full quar- 
ter turn. Operator sits 
on rubber topped wood 
platform. 


No. 1145 Cannon 
Ball Skee - Bob. 
Same as No. 1146 
exceptforasingle 
instead of double 
front runmer. 

































82 


HARDWARE AGE 


December 3, 1925 





_ General Ma 





Hardware Jobbers Are Busy— 
Banner Christmas Trade 


Is Freely Predicted 


staple lines and special merchandise designed for holiday 


| ARDWARE jobbers are very busy shipping winter goods, 


selling campaigns, according to reports from important 


market centers. 


It is freely predicted that this will be an un- 


usually successful Christmas for the hardware trade. 
Prices are stronger in all cities and there are persistent 
rumors that tools and possibly wrought goods will be advanced 


soon. 


While no definite confirmation is available in rumored 


price advances, jobbers in many sections seemed to believe that 
higher prices were likely in some lines. 

Retailers who are not preparing for holiday business are not 
as active as they have been, though the trading on strictly staple 


lines is fairly good. 


Collections continue to improve. 


Christmas Trade Developing 
in Twin Cities Area 


Business in the Northwest tributary 


corresponding period in 1924, and the 
outlook is favorable for good bookings 
in the early part of December. 

Holiday goods are moving freely and 


_ indications point to a heavy retail trade. 


to the Twin Cities shows the effect of | 
the approach of the holiday trade sea-_ 


son. 
Christmas trade, which is starting to 
develop. Sales on the average are 
slightly better than last year. Dealers 
in the larger cities are still complain- 
ing of no increase over last year, or of 
less business. In the country trade 
centers business shows improvement. 

Collections are about normal under 
average conditions. Prices are hold- 
ing strong, with perhaps an upward 
tendency. 





Ammunition Is Higher 
in Boston Market 


A rather sharp advance in the cost 


of ammunition was the only price change | 
placed is very heavy and ahead of the 


reported in the Boston market the past 
week. The lack of value variations at 
this time is especially pleasing to the 


Stocks are all arranged for the 





Winter merchandise is being sold at a 
satisfactory rate and some orders have 
been placed for spring goods, but these 
are mostly in limited quantities. Staple 
items are commanding a strong mar- 
ket and retailers are anticipating their 
needs to some extent by stocking plen- 
tifully. Retail hardware merchants re- 
port that business has been fairly good 
and they are looking for a decided up- 
ward turn in sales immediately. 





Holiday Goods Very Active 
in New York Market 


Metropolitan hardware jobbers pre- 
dict a banner year for the sale of hard- 


ware and hardware specialties suitable | 


for Christmas gifts. Business already 


volume sold at this time last year. Gen- 


jobber and retailer alike, inasmuch as | 
everybody has about all they can do to. 


keep up with current business. 


will see to it that no price changes of 


It is | 
believed by jobbers that manufacturers | 


great importance are made during the | 


pre-Christmas season. 





Winter Goods Are Selling 
Actively in Cincinnati 


Cincinnati jobbers have noticed a 
slight falling off in sales during the 
past two weeks, but, despite this fact, 
November compared favorably with 
October in the total volume of business. 





eral business in this market shows a 
definite improvement over last year, 
the increase being approximately 10 
per cent according to a majority of job- 
bers, in this section. 


Christmas Outlook Good 
in Chicago Territory 


Holiday merchandise is beginning to 
move well and there is every indication 
that the Christmas business this year 





rket News 

















dence. Prices are still strong, although 
the only actual changes recorded this 
week were a slight drop in linseed oil 
and a still slighter advance in turpen- 
tine. 


Propose New Selling Basis 
on Turps and Rosin 


At the recent convention of the Paint, 


Oil and Varnish Association, held in 


a 


























will be better than for several years. | 


Sales are much better so far than last 
year at this time. 

In addition to this holiday trade, the 
same steady betterment that has 


Sales in the first eleven months of this | marked the hardware market for the 
year show a small increase over the' past several weeks continues in evi- 
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Cleveland, two resolutions were adopted 
and then referred to appropriate com- 
mittees which will report back at an- 
other conference to be held next Feb- 
ruary. 

The first of these resolutions was a 
recommendation that all rosin be 
packed in metal containers and sold by 
net weight, and the other was that tur- 
pentine be sold on the basis of weignt 
instead of liquid measure. 

Undoubtedly the recent policy adopted 
by some of the larger crushers of sell- 
ing linseed oil by weight and its ready 
acceptance by the trade influenced the 
recommendation of the proposed 
changes. 


Clearings Ahead of 1924 
at All Leading Cities 


Bank clearings for the five business 
days last week at all leading cities in 
the United States aggregate $7,636,- 
564,000, an increase of 7.8 per cent over 
the corresponding period a year ago. 

Settlements at New York on account 
of financial transactions continue very 
large and for the five business days 
this week amount to $4,684,000,000, 
which is 8.9 per cent more than a year 
ago, when similar trading was excep- 
tionally large. 

At outside cities bank clearings this 
week are $2,952,564,000, an increase of 
6 per cent over 1924. Notable gains 
were made at Atlanta, Detroit, Seattle 
and San Francisco. 





Department Store Sales Up; 
October Shows 10% Gain 


Department store sales in this dis- 
trict were 15 per cent larger in Octo- 
ber than a year previous, the largest 
gain in any month in the last three 
years, the monthly review of credit and 
business conditions made by the’ Fed- 
eral Reserve Bank of New York stores. 
After allowance for seasonal variations 
and price changes, the October volume 
of business appears to be substantially 
above the estimated normal or trend 
of growth. 

“A further increase in wholesale 
trade, partly seasonal, occurred in Oc- 
tober, and sales in a majority of lines 
were larger also than a year ago,” the 
review continues. “The largest in- 
crease, as in other months, was in ma- 
chine tool sales, which reached the 
highest level for any October since 
1920. Silk goods sales showed a large 
increase, and cotton goods sales were 
somewhat larger than a year ago, not- 
withstanding sharp fluctuations in raw 
cotton.” 
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SARGENT HARDWARE 
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Sargent Bright Wire Goods 
are unusually uniform 


SARGENT bright wire goods and brass cup and screw hooks 
are noted for their uniform excellence. For all Sargent mis- 
cellaneous hardware just as for the costlier builders’ lines 
there are standards from which no deviation is permitted. 
Such attention is given to the smallest details in design, 
finish, adaptability and workmanship that all classes of 
Sargent Hardware always come up to the established grade. 


Packed in 100’s—50’s—25’s 
These goods are listed by the hun- 
dred and packed in 100’s, 50’s and 25’s, 
according to size. The decimal system 
of pricing and packing has been ac- 
Wire claimed by merchants everywhere. It - 
Coat and simplifies figuring and saves much of 
Hat Hooks the time necessary to arrive at a price 
Sharp-pointed, strong rolled for any quan ti ty. 


thread that screws into 

eens —_— ad Write for full information. Sheets 
showing prices by hundred as com- 

pared with old list by gross and giving the quantity in box 

of each number will be furnished. Ask also for our Co-opera- 

tive Advertising Service Booklet. 

SARGENT & COMPANY, Hardware Manufacturers 
NEW HAVEN, CONN. 

New York: 92-98 Centre Street Chicago: 221-223 W. Randolph Street 


























IS PRICED AND PACKED BY THE DECIMAL SYSTEM 
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Active Holiday Buying in Chicago 
Market—Staple Lines Also Moving 


(Chicago office of HARDWARE AGE) 
HRISTMAS displays of merchandise are pretty well in with 
most of the hardware stores and the holiday business has 
started to some extent. Toys seem to be in greater demand 
than ever and already a shortage has developed with some of the 
manufacturers completely sold out. Electrical appliances of all 
kinds are also in heavy demand. 

Along with this Christmas stimulation of business, the general 
hardware trade continues to expand and staple merchandise is mov- 
ing very well. There has been little slowing down in the demand 
for builders’ hardware, for in spite of the colder weather construc- 
tion activities continue at a high level with the number of new per- 
mits issued establishing a high total record for the year. Glass, in 
particular, is in heavy demand and jobbers are finding it difficult to 
maintain complete stocks on account of the manufacturers falling 
behind on their orders. 

In the steel industry in this district orders are being booked con- 
siderably in excess of the shipments, railroads and automobile 
manufacturers being the heavy buyers. The mills are operating at 


85 per cent capacity. 
Collections are showing some improvement, running quite a bit 


ahead of this time last year. 
AUTOMOBILE ACCESSORIES.— — 














; j case lots, old copper and dull brass 
Sales are remarkably good, considering Seda, ROE Mee dae Gaies 4 x 4 clean 
the colder weather. | butts, old copper and duil_ brass fin- 
” oa is per doz. pair eavy steel 
—— Clienns non fae eee, bevel inside sets, case lots, $6.75 per 
ellos Plugs. _Splitdorf, 50c. cach: doz.; steel bit-keyed front door sets, 
regular, 58c. each: Champion X, 45c. aot hd ard he a De bit- 
each: Champion Blue Box line, 53c. ceyed front door sets, $3.25 per set ; 
each: A. C. Titan, 58c. each; lots of mead front door sets, $7.50 per 
100, 56c. A. C. Special Ford, 44c. we 
ea Spot Lights.—Anderson, No. 3280, CHAIN.—Prices are unchanged and 
6 50. sales are good. 
. — —A. A. Electric (Ford), $4 - We quote from jobbers’ stocks, 
: = lo. 2 oO icago n. proo coi 
——— Standard No. 21, chains, $8.50 per in tai are 
etnies Y. ' og an rown = chains per 
557° OSC, 1% -in. cylinder cent discount. electric 
welded cow ties, $2. 15 we Oz 


Chains.—Non-skid, dozen pair lots, 


33% per cent discount, 59 pair lots, COPPER RIVETS AND BURRS.— 


40 per cent discount. 























Tires and Tubes.—30 x 3% oversize Prices are firm, with a good steady de- 
cord tires, $12.55 each; regular cord, mand 
$8.60 each; oe inner tubes, 30 x . 
3%, $1.80 each; red inner tubes, 30 x We quote from jobbers’ stocks, 
314, $2.25 each. f.o.b. Chicago: Copper rivets and 
AXES.—The demand is_ seasonably burrs, 45 per cent discount. 
good and prices are unchanged. ELECTRICAL AND RADIO MER- 
, We BR nee rem op nome, CHANDISE.—Both this year and last 
.o.b. Chicago: rst quality sing , , 
bitted unhandled axes, 3 to 4 Ib., $14 have been marked bya steadily growing 
doz. base; double bitted, $19 doz. demand for all kinds of electrical ap- 
base ; good quality black unhandled li 
axes, same weight, single bitted. $13 pilances. 
doz. base; single bitte andled axes, 
$15.50 to $24 per doz. according to PB, Ag —_..’ from jobbers’ stocks, 
quality and grade of handle; specia aeoctehesl” Merchandise. — No. 14 
a RERETOn GHee, TES per rubber-covered wire, $8 per 1000 ft.; 
in 1000-ft. lots, $7.75; No. 18 lamp 
BOLTS AND NUTS.—tThere is a very cords, at. 64 er 1000 ft. ; in 1000-ft. 
ots, : n. brus rass key 
good demand and prices are strong. socket, 18c. each: two-way plugs, 
We quote from jobbers’ stocks, 45c. each; in lots of 10, 40c. each; 
f.o.b. Chicago: Carriage bolts, cut one-piece attachment plugs,  13c. 
thread, 45-5 per cent discount; small each; two-piece attachments plugs, 
carriage bolts, rolled thread, 50-5 12c. each; dry cells, boxes of 50, 
per cent discount; machine bolts, 30%c. each; less than case lots, 34c. 
cut thread, 50-5 per cent discount; each, — 
small machine bolts, rolled thread, Radio Supplies.—Radio B batteries, 
50-10-5 per cent discount; all stove No. 766, $1.40 each; No. 767, $2.62 
bolts, 75-5 per cent discount; lag each. 
screws, 60 per cent discount. Battery Chargers.—Apco line, in 
BUILDERS’ HARDWARE.—The de- lots of less than 10, $13.50 each, net. 
: gli ‘ Tubes.—Cunningham and R. C. A., 
mand continues to be active with build- $2.50 list. Discount, 25 per cent. 
ing operations going forward in spite Loud Speakers.—Western Electric. 
“¢ P Aus & P No. 522W, $9.50 list. Discount, 36 
of colder weather. per cent. 
We quote from jobbers’ stocks, 
f.0.b. a 3% x 3% steel butts. FIELD FENCE.—Future orders are 
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showing a steadily increasing volume 
and prices are firm. 


We quote from jobbers’ _ stocks, 
f.o.b. Chicago: 726-6-1214, $29.02 per 
+4 rods; 1848-6-14%, $44.08 per 100 
rods. 


GALVANIZED WARE.—With nothing 
in prospect indicating any reductions, 
jobbers must eventually advance their 
prices proportionate to manufacturers’ 
prices already in effect. 


We quote from _ jobbers’ stocks, 
f.o.b. Chicago: Standard galvanized 
after made tubs, No. 1, $6.40; No. 2, 
$7.20; No. 3, $8.35; 10- qt. galvanized 
after made pails, $2.25; 12- -qt., $2.45; 
14-qt., $2.75: 5-gal. galvanized oil 
cans, galvanized breast, $7.50 doz. 


GARDEN HOSE AND LAWN SPRIN- 
KLERS.—Orders for spring delivery 
continue to show an excellent volume. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Garden hose, good 
quality, molded hose, %-in., 11%c. 
per ft.; %-in., 14c. per ft.; 5-ply, 
good quality, wrapped, -in., 9c. per 
ft.; %-in., lle. per ft. wn sprin- 
klers, Rain Kink, $28 doz.; original 
fountain sprinklers, $8 doz.; Rainbow, 
38-in. high, $24 doz. 


GLASS AND PUTTY.—Jobbers are 
having difficulty in maintaining com- 
plete stocks, on account of delay in get- 
ting glass from the manufacturers. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 
25-in. bracket, 85 per cent discount; 
single strength A, 34 to 40-in. bracket, 
82 per cent discount; single strength 
A, all other brackets, 81 per cent dis- 
count; double strength A, all sizes, 
82 per cent discount; double strength 
B, up to 54 in., 87 per cent discount, 
balance, 85 per cent. Putty, pure 
grades, $3.75 per 100 lb.; commercial, 
$3.40 per 100 Ib. 


TRAPS.—Sales have about reached > 
their peak for this season. 


We quote from jobbers’ _ stocks, 
f.o.b. ee Victor No. 0, $1.10 
doz.; No. $1.38 es. ; No. 1%, $2.44 
doz.; No. o $3.36 d Triumph, No. 
0, $1.05 doz.; No. L *$1.32 doz.; No. 
1%, $2.20 doz. ; No. 3, $3.03 doz. 


WIRE GOODS.—Prices are firm and 
demand good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 8 black annealed 
wire, $3.05 per 100 Ilb.: No. 9 galva- 
nized plain wire, $3.50 per 100 Ib.; 
catch weight spool galvanized cattle 
or hog wire, $3.85 per 100 Ib.: 80-rod 
spool galvanized hog wire, $3.34 per 
spool. Polished fence staples, $3.60 
per 100 Ib.; 12-mesh black wire cloth, 
$1.80 per 100 sq. ft.; 12-mesh ‘galva- 
nized wire cloth, $2.05 per 100 sq. ft.: 
14-mesh bronze wire cloth, $6 per 100 
sq. ‘e galvanized poultry netting, 
5714-5 per cent discount: galvanized 
after made poultry netting, 52%4-5 
per cent discount. 


WRENCHES.—Sales are good and 
prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60-10 per cent discount: Coes’ 
wrenches, 40-10 per cent discount; 
engineers’ wrenches, 50-10 per cent 
discount off new list; Trimo, 65-10 
per cent discount. 

Snap-On aoe —~ Bees and 
electrical set, $4; No. 101 Master Ser- 
vice Set, $15.25; No. 202 Heavy Set, 
$8.80; No. 303 Ford Master Service 
Set, $14.85; No. 404 Universal Socket 
Set, $8.75: No. — Screw Driver 
Set, $3.40; No. 900 Square Socket 
Set, $3.70. All lle n Wrenches 
less 40 per cent. 
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From Raw Materials to Finished Products 


The above is a Sample Display of WICKWIRE 
BROTHERS Products, each product being made in its 
entirety—from raw material to finished goods by our 
own workmen—in our own plant—under our personal 
supervision. Open hearth steel used exclusively. 


This assures an unvarying quality which has char- 
acterized WICKWIRE BROTHERS Brands of Wire 
Goods for over 50 years. 


Special attention is directed to WICKWIRE 
BROTHERS Poultry Netting and Fencing made in 
three styles: Hexagon, Graduated and “W. W:” All 
three are furnished galvanized after or galvanized be- 
fore weaving. 


We suggest that you obtain these goods from your 
jobber, who is authorized to stand back of every trans- 
action whether you order a single roll or a hundred. 
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HARDWARE AGE 


December 3, 1925 


Cheerful Outlook in New England Market 
Retail Sales Active as Holidays Approach 


(Boston office of HARDWARB AGE) 


HINGS look rosy in the New England wholesale hardware 
market today. A wave of retail buying has been in progress 
for a week or ten days now that involves current, Christmas 


holiday and future wants. 


It not only involves the wide variety of 


merchandise that is and will be needed this month and during the 
first half of 1926, but it is broader than noted in months, and the in- 
dividual retail order calls for substantially greater amounts of mer- 
chandise than has been the practice in buying for several months 


now. 
wheel of sales progress. 


In addition, there is a lack of price variations to upset the 
It begins to look as though the wholesale 


houses will have a happy Christmas and one of the most prosperous 


years in their history. 


As may be supposed, there is something back of this buying move- 


ment. 
a lot. 


The retail dealer is confident, and when we say that, we say 
He is confident because he is securing a larger business. 


The 


average retail dealer is learning and applying new methods of get- 


ting the public into his store. 


by him will be greater this year than ever. 


The turnover in various lines carried 


Rents are going up and 


competition growing daily, yet the average retail dealer is surmount- 


ing these heavy odds. 


Jobbers say that collections are only fair at 


best, yet they are carrying fewer slow accounts on their books than 


they were a year ago. 
growing more prosperous. 
dealer is coming into his own. 


AUTOS, TOY.—Quite an increase in | 


the demand for toy automobiles has de- 
veloped during the past week or so. 
Most of the buying is in small lots, ac- 
cording to jobbers, but there is a sur- 
prisingly large number of individual 
orders coming into the market each 
day. 


We quote from Boston jobbers’ 
stocks: 

Automobiles.—T oy, Dodge, $4.70 
each net; Ace, $5.20; Hudson, $9; 
Oakland, $12.80; Hupp, $9.50; Nash, 
11.75; Jewett, $11.75: Oldsmobile, 
$15.20; Overland, +. 50; Packard 
Six, $28: Stutz, $15; Paige (all steel 
body), $35: fire captain, $8: Hook 
and Ladder, $10.25; Mack = truck, 
$24.50. 


FREEZERS.—tThe stage is all set for | 
next season’s freezer business. Manu- 
facturers two months or so ago issued 
new lists which showed no change in 
prices. Since then jobbers have bought 
their requirements and expect deliver- 
ies some time after Jan. 1. 
meantime the jobbers are sounding out 
retail dealers, but the latter so far have 


shown no inclination to place advance | 


orders. 

We quote from Boston jobbers’ 
stocks: 

Freezers.—White Mountain, 1-qat., 
$4.85 list; 2-qt., $5.65: 3-qt., $6.75; 
4-qt., $8.25; 6-qt., $10.45; 8-qt., 
$13.50; 10-qt., $18; 12-qt., $21.50; 15- 
qt., $25; 20-qt., $33.20; 25-qt., $42.60. 

Arctic, l1-qt., $4 list; 2-qt., $4.60; 
3-qt., $5.55; 4-qt . $6.80: 6-qt., $8.66; 
8-qt., $11.10; 10-qt., $14.80; 12-qt., 
$16.65; 15-qt., $23.30; 20-qt., $30. 

Jobbers’ discount, 50 per cent from 
store or factory. 

Alaska, 1-qt., $2.95 list; 2-qt., $3.45; 
3-qt., $4.10: 4-qt., $5 ; '6-qt $6.30 ; 
8-qt., $8.20; 10-qt., $10. 75; 1: -at., $14; 
15-qt., $17. Discount, 20 and 10 per 
cent. Alaska special, 2-qt. only, $2.25 


less one-third off. 


| net: 


In_ the | 


| direct shipments, 
; 


This decrease is proof that the retail trade is 
It assuredly looks as though the retail 








Auto Vac uum, 1-qt. 
$6; 3- qt., 4-qt., 
J34e per cent. 
| HOCKEY STICKS.—Those retail deal- 
| ers that have not covered their hockey 
stick requirements are doing so today. 
|For that reason the market appears 
more active than a week or so ago. 
| We from jobbers 
stocks: 
Hockey Sticks.—Boys’, white, $3 
a doz. net: boys’ special, $5; Ama- 
teur, $8; Championship, $11; special, 
1 


$5 list; 


, 2-qt., 
$10. 


Discount, 


quote Boston 


Pucks.—Standard makes, $2 a doz. 
net. 

Polo Sticks.—No. H, 95c. a 
No. G, $1.50; No. C, $3.75. 


NAILS.—Jobbers say they have taken 
a a goodly number of orders for nails for 


doz. 


delivery up to March 1 next, with a 


guarantee against an advance. They 
also say business is still going strong. 


We quote from Boston jobbers’ 
stocks: 

Nails.—Wire, from store, $3.70 per 
keg base; from mill, in car lots, $2.70 
per keg base; in less than car lots, 
$2.95. Cement coated, in count kegs, 
from mill, in car lots, $2.40 per keg 
base f.o.b. Pittsburgh: in less than 
car lots, $2.65; from store, $4.60 per 
keg base. Cut nails, from store, $4.25 


Hardened steel floor, 
$8.10 per keg base, 
Western cut nails, direct shipments, 
$3.50 per keg base f.o.b. 
less than car lots, 


per keg base. 


in car lots, 
Pittsburgh: in 


$3.65. Tremont cut nails, direct ship- 
ments, $3.95 per keg, f.0.b. 
Wareham, Mass.:;: hardened _ steel 
floor nails, direct shipments, $7.60 


f.o.b. Wareham. Cement coated nails, 


from store, boxed, $4.60 base. Fac- 
tory shipment, in count kegs, car 
lots, $2.50 base: in less than car lots, 
$2.30, f.o.b. Pittsburgh. 


RADIO.—The market for radio parts, 
sets, horns, earphones, etc., continues 





very lively. Infact, never before has 

















| pots. 








the New England jobbing trade put 
over such a tremendous volume of radio 
goods business as they have in 1925. 
If current business can be taken as an 
indication, the surface of the radio 
goods field has just been scratched. The 
use of the radio is increasing rapidly 
instead of declining, as many hardware 
interests would have us believe a year 
ago. The average retail dealer in cities 
is meeting stiff competition from out- 
and-out radio goods dealers, yet theg 
are not only holding their own but do- 
ing a little better. One of the best 
methods some of the retail hardware 
dealers have of constantly keeping pub- 
lic interest alive and of getting the 
public into the store, is to have a radio 
set in operation during Saturday after- 
noon football games. Some stores keep 
a set in operation most of the time and 
very often attract a customer to the 
radio department from some other sec- 
tion of the store. 


SILVERWARE —A sizable pre- 
Thanksgiving trade in silverware is re- 
ported by numerous retail hardware 
dealers in this territory. The trade in 
general that go in for silverware an- 
ticipate a still larger business during 
the next two or three weeks. 


We quote from Boston jobbers’ 
stocks: 

Silverware. — Community ‘Tudor 
plate spoons, tea, $2 per doz.; des- 
sert, $3.74; table, $4, soup, $4; forks, 
dinner, $4: dessert, 75; ‘knives, 


dinner, embossed handle, $4.50; des- 
sert, $4.38; dinner, plated, $11.40; 
stainless, $12.68; dessert, hollow han- 
dle, $10.78; stainless, $12; fruit, $4.44. 
Discount for cash, 2 per cent. 


TOOL CHESTS.—November jobbing 
sales of tool chests were satisfactory. 
It is expected those retail dealers who 
have not bought for the holiday trade 
will do so within the next week. 


We quote from Boston jobbers’ 
stocks: 

Tool Chests.—Carpenters’, Union 
line, empty, general service, with 


No. 216, $5.80 each list; No. 219, 
$6. 6: * 222, $6.50; No. 132, $7.50; 
No. 5 9.70; No. 732, $11.60. Dis- 
count si per cent. 
Tools.—Stanley assortments, 

888D, $10.75: No. 862, $21.05; No. $08, 
$12.75; No. 904, $8. 60; No. 905, $4.35. 
Crescent Tool Co. assortment, No. 
TK31, $1.57 each. 


TORCHES AND FIREPOTS.—tThis is 


a time of year when the retail dealer 


should push sales of torches and fire- 


We jobbers’ 
stocks: ; 

Torches.—Turner Master Line, No. 
43, quart, $5.76 each; No. 45, quart, 
$6.53 each; No. 47, quart, $7.08 each; 
No. 48, quart, $7.18 each; No. 49, 
quart, $8.54 each; No. 52, _ pint, 
(flat) $6.96 each. Turner Standard 
Line, gasoline-kerosene, No. 9, pint, 
$5.33 each; No. 14, pint, $5.76 each; 
No. 22, quart, $6.53 each; No. 30, 
quart, $6.91 each: No. 38, quart, $5.76 
each; No. 39, quart, $6.05 each; No. 
92, quart, $6.79 each; No. 93, quart, 
$7.42 each; No. 105, pint, $4. 88 each; 
No. 205, quart, $5.23 each 

Fire Pots.—Turner Line, No. 53, 

7.20 each; No. 63, $7.37. éach ; No. 
66. $10.18 each: No, $7.13 each ; 
No. 34, $8.67 each. _ i 


quote from Boston 
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No. A 633— Three Panel Display 52 x 34 inches 
with shelf for carrying actual goods 


No. A 623 
One of Series 
ad Six Display 








an 
Carborundum 


Displays makeyvour == 


. Seg 
RRL, es BOS. 


Aw 


HE cash register and the sales 

book feel the stimulating in- 
fluence of Carborundum Dis- 
plays—for Carborundum Dis- 
plays produce sales. 


They are the happy combination 


of art and business—they attract 
—they create a desire to buy. 





And everything we offer a dealer 
from banners to display panels 


are of unusual quality—worthy leiiindiiiiaiiaion 

of a place in your windows or on TODAY FOR 
COMPLETE 

your shelves. These displays are INFORMATION? 


of course furnished free to Car- 
borundum dealers—that’s part 
of our co-operative sales plans. 


0090+. 





pa 
Oak Case 


THE CARBORUNDUM COMPANY, NIAGARA FALLS, N. Y. 


New York : Chicago : Boston : Philadelphia : Cleveland : Detroit : Cincinnati : Pittsburgh : Milwaukee : Grand Rapids 
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Business Shows Increase, Say New 
York Jobbers—Holiday Goods 
Very Active 


ALES in the New York wholesale hardware market show 


continued and consistent improvement. 


Local jobbers esti- 


mate an increase of approximately 10 per cent over business 


done in the same period last year. 


The Thanksgiving trade on 


cutlery, roasters, pyrex, casseroles, ice cream freezers and pie 


plates was particularly good in this market. 
Jobbers catering to specialties and staple items suitable as 


Christmas gifts report that this will be a banner holiday hard- 


ware selling season. 


Prices have been firm. The market has many rumors of pos- 
sible advances, but at press time there is no evidence of any 


price changes. 


Collections are showing improvement throughout this market. 





Scoop Prices Are Firm: 
Sales Are Satisfactory 


Furnace scoops are selling in satis- 
factory volume. Prices are very firm, 


and stocks are apparently adequate for | 


local current needs. The shortage in 
coal has apparently had no effect on 
the demand for furnace scoops, accord- 
ing to New York jobbers. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Furnace scoops, No. 2, hollow back, 
black steel blade, malleable “D” han- 
dle, $5.04 per doz.: - long handles, $4. 
per doz.; furnace scoops, No. 2, riv- 
eted back, heavy black steel blade 
and wood “D” handle, 84c. each; 
long handle, 84c. each. 


Carpet Sweeper Demand 
Continues Very Heavy 


New York jobbers report a _ very 
heavy sale on carpet sweepers with the 
result that stocks are running light. It 
is predicted that sweepers will be a very 
heavy Christmas selling line in the 
hardware trade. Prices are firm. 

JOBBERS’ QUOTATIONS TO. RE- 


TAILERS, F.O.B. NEW Y 
Carpet sweepers, American Queen, 


$54 per doz.; Elite, $60 per doz.; 
Grand Rapids, nickeled, 15-in., $48 
per doz.; same jap., 17-in., $60 per 
doz.; Parlor Queen, $56 per doz.; 
Princess, $50 per doz.; Universal, 
nickeled, $46 per doz., and jap., $42 
per doz 
Toy sweepers. Little Gem (°% and 
6 doz. cartons), $3.75 per doz.: Little 


cartons, $10, and Ju- 
cartons, $16 per doz. 


Jewel, 1 doz. 
nior, 1 doz. 


Game Traps Are Active 
Say N. Y. Jobbers 


Sales have been very good on game 
traps and New York jobbers report that 
stocks are only fair. Prices have been 
very steady, and both jobbers and 
dealers express satisfaction with busi- 
ness to date. 

JOBBERS’ QUOTATIONS TO RE. 

TAILERS, F.O.B. NEW YORK: 


Game traps, Victor, with chain, 
No. 0, $1.10 per doz.; No. 1, $1.38 
per doz.; and No. 2, "$3. 36 per doz. 

Same, _ chain, No. 90, 85c. 
er doz.; No. 1, $1.10 per doz.; No. 2. 
$2 93 per ly 

Jump traps, with chain, No. 9, 


$1.59 per doz.; No. 1, $1.83 per doz.: 
and No. 2, $4.39 per doz. 

Same, without chain, No. 0, $1.22 
per doz.; No. 1, $1.40 per doz., and 
No. 2, $3. 72 per doz. 

Triumph traps, No. 10, 12c. each: 
No. 11, 14c. each; No. 11%, 2le. each: 
No. 12, 33c. each; No. 13, 46c. each: 
No. 14, 55¢c. each. 

Blake & Lamb game traps, No. 0, 
14%c. each; No. 1, 16%c. each: No. 
1%, 25c. each; No. 2, 39c. each; No. 
8, 54c. each; No. 4, 65c. each. 





Axe Demand Very Good 
| Outside Congested Districts 


| In the suburban and rural district 
served by the New York hardware 
market there has been a very steady de- 
mand for axes. This has probably been 
stimulated by the shortage and high 
price of coal. Buck saws have also been 
in demand. Prices are firm, and stocks 
apparently adequate. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 
Axes,, Long Island pattern, 2% to 
3 Ib., $1.69 each: Connecticut pat- 
tern, 2% to 3% Ib., $1.70 each; 3 to 4 
lb., $1.75 each, and 4 to 5 
each. Golembin pattern, 
lb., $1.80 each: 4 to 5 Ib., 
and 5% Ib., 95 each. Kentucky 
pattern, 3 to 4 Ib., $1.45 each; 4 to 5 
lb., $1.58 each, 





Snow Goods Are Selling 
in Fair Quantities 


In up-state towns there has been a 
good market for snow goods and some 
of this business has come to the metro- 





| pclitan jobbine market. Dealers within 
the metropolitan area have not yet had 


/any consumer demand because there has 


Stocks orders, 
placed and de- 
expected to 


snow. 
been 
are not 


not been any 
however, have 
livered. Prices 
change. 
JOBBERS’ 
TAILERS, F.O.B 
Long handled snow 
per doz.: American steel, 
doz.: galvanized steel (2% 
$11.40 per doz.; Menzie shovels, 
per doz. 
Snow 
doz.: 12 x 24, 
Street cleaners, 
doz 
Sidewalk 
steel blade, 
per doz.: 


ay ay gee hb RE- 
YOR 


NEW 
shove - $4. 50 
$9.35 per 
x 16 in.). 
$10.80 
pushers, 12 x 18 in., $12 per 
$16.20 per doz. 
12 x $33 per 
scrapers, solid shank 
7 x 4%, black finish. $4.20 
sidewalk scrapers, 7 x 5, 





half polished, black finish, $6 per doz. 
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Fair Demand Reported for 
Snow Removers 


Most of the dealers in the metropoli- 


| tan territory are prepared to handle the 


consumer demand for snow removers 


_which will come with a rush during the 


first snow storm. Current business is 
rather light in this line and prices are 
firm. 


Tree Stand Sales Heavy 











in Metropolitan Territory 


New York hardware jobbers report 
exceptionally heavy sales for Christmas 
tree stands throughout the territory 
served by metropolitan distributors. It 
is unanimously agreed that this has 
been a banner year for the wholesale 
movement on Christmas tree stands. 
Prices have been firm and are not ex- 
pected to change. Consumer sales are 
expected to start soon. Christmas trees 
being plentiful, according to latest in- 
formation, the trade naturally expects 
a good sale. 

JOBBERS’ ae ‘saad te TO RE.- 

TAILERS, F.O NEW YORK: 

Christmas i stands, Gem, $4 per 
dozen; Crown, No. 2, $7.86 per dozen; 

in box lots, $7.50 per dozen; Crown, 


No. 3, $13 per dozen, and in box lots, 
$12.50 per dozen. 


Stove Boards Are Active; 
Stove Pipe Dampers, Also 


There is a good movement of stove 
boards, stove pipe dampers and kin- 
dred lines. Prices are steady and 
stocks appear adequate. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. NEW YORK: 

Stove Boards 


Stove boards (paper lined), 24 x 
$8. 40 per doz.; 26 x 26, 9 per. Bg 
28 x 28, $10. 05 per doz.; $12 
per doz.: 32 x 32, $84.75 Lay on: 
35 x 35, $17.40 per doz., and 32 x 42, 
$19.80 per doz. 


Stove Pipe Dampers 


Stove pipe aga 4% and 5 in., 
$1.35 per doz.; 5% $1. 50 per doz.; 
6 in., $1.60 per By "@ in. $2.25 per 
doz., and & in. $2. 60 per doz. These 


prices are net. 


Felt Weatherstrip Scarce; 
Sales Unusually Heavy 


With sales for weatherstrip extra 
heavy this year local wholesale stocks 
are beginning to show some shortages. 
Felt strip is particularly scarce, ac- 
cording to reports at press time. This 
has been a banner year for weather- 
strip of all types. Prices have been 
and are expected to hold firmly. 

JOBBERS’ gh aes TO RE- 

TAILERS, NEW YORK: 

Wirf’s Crentieenaaelin packed 500 ft. 

to the reel, maroon, $27.50 per reel; 

white, $35 per reel. 

Nero weatherstrip, in 500 ft. reels: 
Te $21 per reel or $4.20 per 

Se 
Metropolitan weatherstrip, in 100 
ft. rolls; No. 0 and No. 1, $1.80 per 
roll; No. 1%, $2.55 or roll, and No. 
2, $2,90 per roll; $3.60 per roll, 
and No. 7, $4.35 per Toll 

Metallic weatherstrip, 100 ft. 
rolis; No. 38, $2.15 per roll; No. 39, 
"ig per roll, and No. 40, $2.90 per 
roi. 

Felt weatherstrip, in 100 ft. rolls: 
No. 18. $2.35 per roll: No. 19, $2.75 
per roll, and No. 20, $3.75 per roll. 

Flexible weatherstrip, in 100 ft. 
rolls: No. &. $1.90 per roll: No. 9, 
aa per ‘roll, and No. 10, $3.05 per 
ro 
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Guards your treasures | 


HARDWARE. 


YALE Simplifies the Selling 
of Auxiliary Rim Locks 


The term “rim night latch’’ has been 
generally used by the hardware trade in 
referring to almost any lock used as an 
auxiliary to reinforce the regular door lock. 


As a result, a lock with spring latch-bolt 
construction has often been sold when a 
lock of greater security was required. 


Yale has now designated this type of 
locks as “‘ Auxiliary Rim Locks”’ and in 
order to assist the dealer in selling the 
right lock, more locks and better locks, 
an entirely new selling idea has been 
adopted. Yale Auxiliary Rim Locks have 
been reclassified, the line has been greatly 
simplified, notable improvements in lock 
construction have been made and a new 
brass color finish adopted to take the 
place of the sanded old-copper finish. 


The new classifications are: 

(1) Deadlocks— Having only a dead bolt. 

(2) Deadlatches—Spring latch bolt construc- 
tion which either automatically or man- 
ually deadlocks the bolt against end 
pressure. 

(3) Springlatches— Having only the ordinary 
spring latch bolt (the original night latch). 

This is the basis of the new Yale selling 
idea. 

Get the whole story. We cannot tell 
all the news in one advertisement. A 
40-page booklet giving complete details 
is ready for distribution. Send for your 
copy. 

There are most unusual window dis- 
plays, selling helps, consumer booklets 
and folders ready for the dealer. Every 
Yale dealer will profit. 


The Yale & Towne Manufacturing Co. 





Stamford, Conn., U. S. A. 
YALE MARKED IS YALE MADE 


Padiocks, Auxiliary Rim Locks, Builders’ 
Trunk Locks, Door Closers, Bank Locks, Prison Locks 


Canadian Branch at St. Catharines, Ont. 


Locks and Trim, Cabinet Locks, 
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Seasonal Lines Active in Pittsburgh Territory 
—No Important Price Changes Reported 


(Pittsburgh office of HARDWARE AGE) 


ARDWARE business in this territory is fairly good, taking 


it as a whole. 
of freedom, 


goods as well up to the average of recent years. 


Seasonal lines are moving with a fair degree 
while jobbers describe the buying of holiday 


Meanwhile, they 


are busy in their canvass of the retailers on spring lines and there is 


a good deal of hope that the intial orders this year will be heavier | 
than they have been in the past few years. 


The fact that all signs 


suggest higher rather than lower prices, because of the strength of 
the primary markets, is counted on to make distributors more in- 
clined to protect themselves a little more fully than they might if 


there were signs that by waiting they might secure supplies at more | 
The week has been productive of no important 


favorable terms. 


price changes in strictly hardware items, but the strength of steel 
and metals is finding reflection in the resale prices of sheet steel 


and sheet metal. 


due to the recent advances in factory prices. 


Resale window glass prices are slightly higher, 


Collections are some- 


what slower in some places and the general average is not quite as 


good as recently. 


AMMUNITION AND LOADED | 
SHELLS.=~Demand holds strong and 
manufacturers are insisting on the re- 
cent advance of 15 per cent in prices © 
on all new business. 
AUTOMOBILE ACCESSORIES.— 
Lines seasonal to this time of the year 
are moving fairly well, but there is no 
more than the usual demand at this | 
season for standard lines. 

Alcohol is moving well with prices un- 
changed at 63c. per gal. 


Prices from jobbers’ 
Pittsburgh, follow: 

Spark Plugs.—A. C. 
less than 10, 65c. each; lots of 10 to 
49, 58c.; lots of 50 to 99, 55c.; lots of 
100 to 200, 57c.: lots of 300 or more, 
47c.; A. C. plugs, No. 1075, for Ford 
cars, lots of less than 10, 4%c.; lots 
of 10 to 49, 44c.; lots of 50 to 99, 42c.; 


f.o.b. 


stocks, 


plugs, lots of 


lots of 100 to 200, 39c.; lots 300 or 
more, 37c. 
Motor Meters.— Standard makes, 


lots of less than 10, 25 per cent off 
list; lots of 10 to 19, 30 per cent off 
list; lots of 20 or more, 37 per cent 
off list. 

Horns.—Spartons, single lots, 3314 
per cent off list; $60 list and over, 
40 per cent off list; $90 list and over, 
40 and 5 off list. 

Windshield Cleaners.—Trico, uni- 
versal automatic cleaners, $3.25 each. 

Jacks.—Millers Falls, No. 145, $3.75 


eacni. 
Pumps.—Anthony line, $2.20 each. 


BATTERIES.—The story about this 
line still is one of well sustained de- 
mand, particularly for radio batteries, 
with prices stationary at the levels of 
several months past. 


Jobbers’ quotations to retailers, 
f.o.b. Pittsburgh: 

Broken Unit 

Packages Packages 
Eac Each 
ee eee $1.05 $0.97 
i a cheb wes ceeee 1.22 1.14 
i seer 1.32 1.22 
a Sh sabagesenene 1.40 1.30 
FF eee 2.62 2.44 
a Tn chineasedok 2.62 2.44 
i 3.33 3.00 
a rere .42 .39 
No. 6 dry cells, ignition type, 29c. 
each in full packages; 30c. each for 


broken packages. 


CHRISTMAS TREE HOLDERS. — 








Continued good demand is reported by 
jobbers here for this item. Jobbers 
quote: 


Crown, 2-in., 
$13.20; Nesco, No. 
$7. 50: No. 16, $9; 
$4.50 No. 509, 7.20. 

GALVANIZED TUBS AND PAILS.— 
The danger of higher prices is a good 


‘deal of a stimulus to demand for these 


3-in., 
14, 
25, 


doz.: : 
No. 
No. 


$8 per 
12, $6.50; 


Brighton, 


lines. Jobbers quote: 
Tubs with wringer attachment, 
No. 2, $8.40 per doz.; No. 3, $9.60; 
pails, 12-qt., $2.60; 14-qt., $3 


‘GAME TRAPS.—This is a seasonably 


active line and jobbers are making good 
shipments. They quote: 


Coil spring, No. 1, $1.28 per doz.; 
Victor, No. 1, $1.38; Triumph, No. 1, 
$1.38; jump, No. 1, $1.83. 


GARBAGE CANS AND PAILS. — 
Prices are looking up because of the 
high level of galvanized sheet steel and 
there is not the hesitancy to buying 
there is when retailers are doubtful 
about prices. Jobbers quote: 

Security line, with lids, No. 1, $3 
each; No. 2, $3. D0; No. 3, $4: pails, 
No. 7, $1.50; an. 8, $1.65; No. 9, $1.90; 
No. 10, $2.10 

HEATING ACC ESSORIES. — Jobbers 
here still find the demand good in these 
lines, although it is not quite as urgent 
as it was a few weeks ago. Prices of 
stove pipe and elbows for 1926 will be 
announced shortly and it is expected 
they will be about the same as those 
now ruling, although there is a possi- 
bility of a slight revision downward. 
Jobbers quote: 


Asbestos.—Sheet mill board, 3/16- 
in. thick, 18 in. x 20 in., 16c. each; 
18 in. x 30 in., L. ae in. x 30 in., 
28c.; 22 x 30 ‘in., 30c.: 24 x 30 in., 
35c.. Fiber in %-Ilb. packages, $2. 50 
per doz.; %-lb. packages, $5. 

Coal Hods.—Japanned, 16-in., $3.40 
per doz.; 17-in., $3.60; galvanized, 16- 
in., $4. 65; 17-in., $5; 18-in., $5.50. 

Fire Shovels. —Stamped sheet steel 


japanned, flat handle, 50c. a doz.; 
round handled japanned,  60c. to 
$1.10; galvanized, $1.10 Never 


| 











for. 








10, $4.25; No. 16, $4.60; 


Le ad, 
24-in. 


Break, 
No. 20, $4.80. 

Gas Connections. 
each; 18-in., 30c. 
40c.; 36-in., 45c. 
5-ft. lengths, 
l6c.; 6-ft., 20c.; 
bc. per ft. 

Stove Boards.—_Wabash, square 
paper lined, crystalized, 18 x 18-in.. 
$6.2 > per doz.: 24 x 
26-in., $8; 28 x 
30-in., $10.80; 32 x 32-in., 
oo-in., $16.20; Squares, 
crystalized, 24 x 24-in., $12.60; 
26 x 26-in., $15; 2S x 28-in., $18; 30 x 
30-in., $20; 33 x 33-in., $24; 36 x 36- 
in., $29. 

Stove Pipe and Elbows.—Polished 
blue nested stove pipe from Pitts- 
burgh, warehouses, No. 28, gage, 6- 


12-in., 25C. 
35c.; 30-in. 
Fle xible ste el tubing, 
lOc. 4-ft., L3c. d-ft., 
Cloth inserted tubing, 





lined, 


in., $15 per 100 joints; elbows, $1.48 
per dozen. Nickeled stove pipe, 4- 
in., Sse. per joint; elbows, 75c.; col- 
lars, 40c. 


ICE CREAM FREEZERS.— Jobbers 
now are engaged in their canvass for 
orders for early 1926 delivery. The 
campaign has not been on long enough 
to show much result. A good demand 
from the suburban districts is looked 
In recent years, city sales have 
been light, due to the closeness of the 
corner drug stores. 


Blizzard.—i-qt., $4.65 each; 2-qt., 
9.00, 3-qt., $6.50; 4-qt., $8; 6-qt., 
$10; S-qt., $13; 10-qt., $17; subject 


toa discount of 55 and 7% per cent. 
Lightning. —l-qt., $4.65 each; 2- 

$5.50; 3-qt., $5. 60; 4-qt., $8; 3 -qt., 

8-qt., $13: 10-qt., $17: 12-qt., 

subject to a discount of 55 per 


qt., 
$10: 
$21; 
cent. 

Arctic.—l1-qt., $4 each; 2-qt., $4.60; 
3-qt., $5.55; 4-qt., $6.80; 6-qt., $8.60; 
S-qt., $11.10, subject to a discount of 


50 per cent. 
White Mountain.—1- -qt., $4.85 each; 
4-qt., $8.25; 


2-qt., $5.65; 3-qt., $6.75; 

6-qt.. $10.45; 8-qt., $13.50; 10-qt., $18; 

12-qt., $21.55; subject to a discount of 

50 per cent. 
WINDOW GLASS.—The revision of 
resale prices incident to the recent ad- 
vance in factory prices affects only 
double strength A grade. Prices now 
range: 


Single strength A & B, 84 per cent 
off list; double strength, <A, 84 per 
cent off list; B, 86 per cent off list. 


WIRE PRODUCTS.—Not much activ- 
ity is observed in nails, but in other 
products, notably fence, the drive is on 
for spring orders. 


We quote from Pittsburgh jobbers’ 
stocks: 

Fence Wire: (per 100 Ib.) 

Annealed Galvanized 

No. 6 to 9 gage...... 3.00 $3.15 
DG cnviaueded owas 3.05 3.50 
at, Ul eik~eteusieeeee< 3.10 3.55 
DL? ceédidusseeened 3.15 3.65 
> eee 3.25 3.80 
3 Beer ere 3.35 4.00 
SS ere 3.55 4.30 
ef ae ee 3.75 4.50 

Barbed wire (per 80-rod spool): 
een 3.01 
PE Cn tec ccdeceeaweeeéenss 3°99 
i ME 60.606 on eno ke a 0% 3.22 
i eee 3.48 
2-point cattle (special) ........ 2.28 

Field: Woven wire fence (per 100 
rods) 
oe a ee ee $39.00 
DCT. tc sheite dines tbaeh soos < 54.75 
Poultry 
3 Serre ee ee 35.60 
ah  custes~ekactedeuds «¥ ors 43.00 
ja a 8.5 


48.50 
=a nails base per keg, $2.95 to 
Of 
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They Help You Cut the 
Overhead 


When we say the Peerless Electric Fans will help 
you cut your overhead, we mean just that. 


During the three scorching hot months of summer 
the hardware dealer’s stocK of PEERLESS Fans is turn- 
ed over so frequently, so rapidly and so profitably 
that every time the mercury goes up the overhead takes 
another drop. 


Admitted that you have the same Payroll, the same 
rent, the same light bill and other fixed exPpenses—but 
what of the sales volume? 


Overhead is high or low only in relation to the sales 
total. And your PEERLESS sales certainly do Keep the 
bell on the cash register a-jingling. 


To HARDWARE JOBBERS: You hear a lot about 
cutting overhead at every convention. Assist every 


dealer customer to Put in a well selected stock of. 


PEERLESS FANS and you will not only help him cut 
his overhead materially but you will be surprised to 
note that your own overhead has suffered an equal 
shrinkage. 


The Peerless Electric Company 
Warren, Ohio 
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Demand Consistent in Northwest Markets— 
Active Movement of Holiday Lines 


AKEN “by and large,” 


(Minneapolis office of HARDWARE AGE) 


conditions in the Northwest tributary 


to the Twin Cities are fairly satisfactory. While some crops 
in certain localities did not turn out as well as had been 


hoped, the general average is very good. 


In some sections of Min- 


nesota, for instance, potatoes were a loss, but the price to others 


whose yields were good equalizes conditions. 


Labor is well dis- 


tributed, and unemployed men are, on the whole, fewer than in other 


years. 
demand is up to normal. 


Some factories have reduced forces, while in other lines the 
Many men in mechanical lines have taken 


employment in other parts of the country. Florida has called many 
skilled workmen from this, as well as other sections of the country. - 
Carpenters, plumbers and other skilled workmen are leaving for 
the higher pay and other inducements there, their families remain- 
ing behind. Florida money is therefore aiding in the building up 


of business in this section. 


Collections are not much improved in the larger centers. 


Trade 


is beginning to show a decided leaning toward holiday goods. Radio 
is commanding additional attention as the weeks slip by. 


Prices in this market show but few changes. 


The market is 


strong, and if anything the tendency is upward on the general trend. 
Demand is good for this season of the year. 


ASH SIFTERS.—Dealers’ 
well filled, and prices are steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wood square ash 
sifters at $2; metallic rounds, $4.25; 
and wood barrel at $6 per doz., net. 


AXES.—Sales are good for the season 
of the year. Stocks are ready for the 
heavier call of winter. Prices have not 





changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 


weight axes at $14.50, and double bit 
base weight axes at $19.50 per doz, 
net. 


BALE TIES.—Sales are normal, with 
prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin eo Single loop bale 
ties, 9% x * oe ; 9% x 15, $1.36; 
91% x 14, $1. 


BOLTS.—Demand is even, with stocks 


being graded down for inventory. 
Prices show no changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage bolts at 
45 per cent; machine bolts at 50 per 
cent; stove bolts at 75 per cent, and 
lag screws at 55 per cent from list. 

BRADS.—Sales are still fair, with 





stocks ample for the call. Prices have 


not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 25 
lb. boxes at 75 per cent from lists. 


BUILDERS HARDWARE. — Demand 
continues to be as good as earlier in 
the fall. Unusually good weather al- 


lows a continuance of building opera- | 
GALVANIZED WARE.—Call 


tions on an unabated scale. Business 
buildings in the larger cities, and resi- 
dence work in all parts of the territory 
are still very good. 


COAL HODS.—Sales are normal, with 
stocks well filled. Prices have not 
changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Japanned open 17 


stocks are | 


| 


> 


: 





| FILES.—Demand continues fair, with 





| 


| 





in. coal hods at $3.60; 18 in. at $4.15; 
japanned funnel hods, 17 in., $4.50; 
18 in., 7 15; galvanized open, 17 in., 
$5 18 $5.50; galvanized funnel, 
17 in. ” $6. 45, and 18 in., $7 per dozen, 
net, 


MPERS.—Demand is fair, with 


ces firm. 
We quote 


DA 
pr j 
from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron, wood 
handle dampers, 6 in., $1.40, and cast 


iron, coil handle, 6 in., $1.20 per doz., 
net. 


EAVES TROUGH CONDUCTOR 











PIPE AND ELBOWS.—With building 
operations going forward at a good 
pace, there is a steady demand for ma- 
terials of this description. Prices have 
not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Slip joint, 28 ga., 
5 in. sinble bead eaves trough at 


oa 05 per 100 ft.; 29 ga., $5.50 per 
100 ft.; 28 ga., 3 in. conductor pipe at 
$5.40 per 100 ft.; 3 in., elbows, $1.73 
per dozen, net. 


FIELD FENCE.—Sales are fair, with 
prices firm. 


We quote from jobbers’ stocks, 


f.o.b. Twin Cities: 26 in. 10 ga. top 
and bottom 13 ga. intermediate type 
of fence at $30.04 per roll with other 
sizes and weights in proportion. 


stocks well assorted. Prices have not 
changed. 
We quote from jobbers’ stocks, 











f.o.b. Twin Cities: Best grade files 
at 50 per cent, and second grade files 
at 60 per cent from list. 


is nor- 
mal, with stocks well filled. Prices are | 


steady as last quoted. 


We quote from jobbers’ stocks, 
fo.b. Twin Cities: Standard No. 1 
galvanized tubs at $7.50: No. 2, $8.25: 

0 9.45; he avy tubs. ‘No. ® 
$12.60: No. 2, $13.80; No. 3, $15.00; 
standard 10-qt. pails, $2.70; 12-qt., 
$3.05; 14-qt., $3.40; stock pails, 16-qt.. 
$5, and 1S-qt., $5.50 per dozen, net. 


Reading matter continued on page 





SKATES.—Demand continues to grow, 
with the approach of certain colder 
weather. Stocks are well filled, with 
prices firm. 


We quote 
f.o.b. Twin 
hockey shoes 
North Star 
skates and shoes, 
finish, $8.25 pair; 
Flyer skates and _ shoes, 
finish, $5.50 pair, and nickel 
$6.50 pair. 


SNOW SHOVELS.—Dealers are still 
awaiting an opportunity to move stocks 
of snow shovels. Prices show no 
changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wood snow shov- 
els, $19; steel blade, straight han- 
dle, $4.50; galvanized steel blade, D 
handle, 151 % x 17, $10.80, and 16 x 
21, $11. 50 per dozen net. 


SOLDER.—With the general tendency 
toward higher prices on lead products, 


jobbers’ stocks, 
Sterling half 
$4 pair; 


from 
Cities: 
and skates, 
aluminum finish tube 
$7.25 pair; nickel 
Nestor Johnson 
aluminum 
finish, 


the price of solder is higher. Demand 
is fair. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Warranted half 
and half solder at 42c. lb. and strict- 
ly half and half solder at 4l1c. lb., net. 


STEEL SHEETS.—Although advances 
have been put into effect in some other 
markets, there has been no changes re- 
ported in price here on steel sheets. 
Sales are fair. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black steel sheets 
at $4.35 ewt. and galvanized steel 
sheets at $5.60 cwt., base. 


STEEL TRAPS.—Sales are still rather 
light, with prices firm as last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Triumph 
traps, 7% No. - No. 
18%c.; N 
No, 4, 
291gC. ; No. No. 
20%c.; No. 215X., 30 Yac. each ; Victor, 
No. 0, traps at $1.10; No. 1, $1.38 ; 
No. 1%, $2.44; No. 2, $3.36. One ida 
jump traps, No. 0, $1.59; No. 1, $1.83; 
No. 1%, $2.81 per dozen, net. 


STOVE BOARDS.—Sales are fair, with 
prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Crystalized stove 
boards, 28 x 28, $16.95; 30 x 30, 
$19.70; 36 x 36, $27.45 per dozen, 
net. 


STOVE SHOVELS.—Sales are normal, 
with prices steady. 


We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: Japanned, 14% in. 
stove shovels, 50c.; Jumbo, 21% in., 
$1.55: Jumbo, Jr., 14 in., 85c. per 
dozen, net. 


TORCHES.—tThere is a fair demand 
for blow torches at the present time, 


| and plumbers furnaces are selling well. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Turner Master 
lLine, No. 43, qt., $5.76; No. 45, qt.,’ 
$6.53; No. 47, qt., $7.08; No. 48, qt., 
$7.18; No. 49, qt., $8.54; No. 52, pt. 
(flat), $6.96 each. T _—— r Standard 
line: No. 8, pt., $5. ° IO. 4, pt., 
$5.76: No. 22. Hy +9 4 No. 30, qt., 
$6.91: No. 38, qt., $5.76; No. 39, qt., 
$6.05: No. 92, qt., $6.79; No. 93, qt. 
$7.42: No. 105, pt., $4.88; No. 205 
qt., $5.25 each. Turner Fire Pots: 

:3, $7.20° No. 63, $7.97; No. 66, 
$10.18: No. 76, $7.13: No. 34, $8.67 


each, net, 
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The “‘Hohner Boy”’ Display Will 
Increase Your Christmas Sales 






O GIFT offered for sale at Christmas 
time is more universally popular 
among all classes of buyers than the har- 
monica. Its possibilities for fun, entertain- 
ment, popularity and musical education are 
known to young and old; and it is a poor 
home indeed that cannot boast of at least 
one harmonica on Christmas morning. 


There is a greater buying season ahead 
for Hohner Harmonicas. The big, national 
advertising Campaign is creating a tre- 
mendous demand for ‘“The World’s Best” 
harmonicas and wise dealers will see that 
their stocks are in readiness to be turned 
into quick profits. | 


The new “Hohner Boy” Display on your is 
counter will increase your Christmas 

sales and stimulate business throughout i 
the year. It is, without doubt, one of the 

most attractive dealer helps ever offered. is 

“ha The life-size figure of the typical American i 

fa 


es 
s 


. P boy, reproduced from an original oil 
enon pxaesi) §=s- painting by eight-color lithographic pro- 

___cess, is a powerful magnet that will draw 
new customers to your store and induce 
them to buy. 


This No. 425 Assortment consists of a 
permanent display card, 31 inches high 
by 15 inches wide, with a patented easel 
that may be adjusted instantly. Mounted 
on the card are twelve assorted genuine 
Hohner Harmonicas to retail at 50c each. 
The price of the assortment complete is 
$4.00 and your profit is 50 per cent. Order 
from your jobber today or write direct 
for further details. 





M. Hohner, Inc., Dept. 66, 114 East 16th St., New York 


Canadian Address: Hough & Kohler, 468 King Street, W., Toronto 
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December 3, 1925 


November Sales Equal October's in 


Cincinnati—Holiday Lines Active 


(Cincinnati office of HARDWARE AGE) 


ILE Cincinnati jobbers have noticed a slight decline in 
sales during the past two weeks, November compared favor- 
ably with October in total volume of business. Examination 

of jobbers’ books shows that bookings in the first eleven months 
of this year are a little ahead of those in the corresponding period 
of 1924. The outlook is favorable for good sales in the early part 
of December. 

Holiday merchandise is moving freely and indications point to 
a heavy Christmas retail trade. Many dealers are displaying a 
preference for goods packed in holiday boxes and are devoting 
prominent space in their stores to such articles. Winter items in 
general are selling well. A limited number of orders for spring 
have been placed with local jobbers, while staple merchandise is 
commanding a strong market. 

Little change has occurred in prices. A reduction of 5 per cent 
has been made in screws, and several jobbers are contemplating ad- 
vances in galvanized ware, occasioned by increases announced by 
manufacturers. 

Retail trade has not been as active as dealers had hoped for, but 
a sharp upturn in volume of business is expected within the next 


week. 





AUTOMOBILE ACCESSORIES.— 
Sales have slumped and the volume of 
business during November will fall 
short of that attained in October. The | 
sharp increase in the price of tires has | 

| 

| 


| none is anticipated this year, it is ex- 
| pected that increased prices will be 
-made for 1926. Jobbers who stocked 
bolts and nuts heavily several months 
ago at favorable prices are rapidly ex- 
hausting their supply and they will 
have to pay more for their goods when 
they come into the market again, 
thereby making it necessary to advance 
quotations to the retail trade. 


cut down orders for that commodity to 
a minimum. A moderate demand for 
radiator covers and alcohol is noted. 
Jobbers have had a good call for goods | 
packed in holiday boxes. Prices remain | 
firm and unchanged. | 








We quote from Cincinnati jobbers’ nate tee cae ee a 
stocks: , —S 10 off; small, 50, 10 and 10 off; car- 
Aicohol.—f3c. gal. in 50 gal. drums; riage bolts, large, 50 off; small, 50 
charge of $6 for drum, which money and 10 off: stove bolts, 75 off; semi- 
will be refunded upon return of the finished nuts, ¥-in. and smaller, 75 
drum in good condition. off; larger sizes, 65 off. , 
Tires.—30 x 3 Beaver fabric, $7; 
30 x 3% Beaver cord, $11.50; 30 x 3% AGRICULTURAL HANDLES. — The 
Badger cord, $15; 30 x 3% Commer- new price schedule for next year has 
cial cord, $17.75. ° ° 
Tubes.—30 x 3% standard grey just been announced and local jobbers 
tubes, $2.20, . . are now in a position to take advance 
Chains.—McKay tire chains, 1 to 9 d 
pairs, 30 per cent off list; 10 to 49 orders. 
pairs, 35 per cent off list; in lots of We quote from Cincinnati jobbers’ 
00 pairs, 40 per cent off list, 30 x stocks: 
Sie: $4.50; 31x 4, $5.50; 33 x 4, $5.75 Hay fork, 5%-ft., $2.85; 5%-ft. 
4X 4%, $6.75; 30 x 5, $6.75; 33 x 5 bent hay fork, $3.30; long manure 
$7.50. Sts andard balloon tire chains fork, $2.45; cotton hoe handles, $1.85; 
29 X 440, $5; 29 x 495, $5.50; 30 x 577 wood D shovel handle, $4.80. 
$7; 32 x 577, $7.50; 35 x 660, $10. BUILDE -H AR A h 
Radiator Covers.—Ford radiator RS ARDWARE. — As the 
eae ae covers: for 1924 and 1925 season draws to a close records show 
models 2.25 each; for 1926 models. . . 
$2.35 each; radiator covers only: for that the business done this year by 
1924 and 1925 models, $1; for 1926 local jobbers is between 15 and 20 per 


models, $1.05 each. 

AXES.—Fairly good movement of axes 
is reported by the jobbing trade. A 
number of retailers in the rural dis- | 
tricts are finding it necessary to order 
additional stock. Prices are steady. 


We quote from Cincinnati jobbers’ 
stocks: Dreadnaught single bit base 


cent ahead of last year’s total. The 
weather the past week has been partic- 
ularly favorable for outdoor building 
activities and sales have reached a sat- 
isfactory level. No change has been 
made in prices. 


We quote from Cincinnati jobbers’ 
stocks: 





weight handle axe, $19.65;- Dread- . _ ' 
naught single bit base weight un- li Oe tt ee ne me ~ off; 
handled axe, $14.85; double bit base T 60. 10. 10 ye | S off. extra Heavy 
weight handle axe, $24.75; double bit "Hasps.—C bn why “hi, s 70 ff: 
base weight unhandled axe, $20. onan" haspe 3-in., — single per 
LOLTS AND NUTS.—While there has doz.; 4%-in., O13; aes in., $1.75. 
du 


an- 
3%, 


brass and 
lots, 3% x 


Butts.—Steel, 


been no alteration of quotations and tique copper, case 



































20c. per pair net; 4 x 4, 28c. In less 

than case lots, 3% x 3%, 22c.; 4 x 4, 

30c. 
EAVES TROUGH AND CONDUCTOR 
PIPE.—Although there has been a 
slight falling off in the number of sales, 
activities continue to be brisk. Retail- 
ers’ stocks are limited and prices are 
firm. 

We quote from Cincinnati jobbers’ 
stocks: 28-gage, 5-in., eaves trough, 
$6 per 100 ft.; 28-gage, 3-in. corru- 
gated conductor pipe, $5.75 per 100 
ft.; 3-in. corrugated conductor el- 
bows, $1.94 per doz.; 29-gage, 3-in. 
corrugated conductor elbows, $1.51 
per doz. 

FILES.—Without exception business is 
confined to small lots for immediate de- 
livery. Prices are the same. 


We quote from Cincinnati jobbers’ 
stocks: Black Diamond files, 40, 10 
and 10 off list; Keystone files, 70, 10 
and 5 off list. 

GALVANIZED WARE.—Although an 
upward swing in prices is looked for, 
there has been no advance made by 
local jobbers. Merchandise for the hol- 
iday trade is moving freely from Cin- 
cinnati warehouses. 


a quote from Cincinnati jobbers’ 
STOCKS: 
Galvanized Pails.—10-qt., $2.25 

doz.; 12-qt., $2.45 per doz.; 

$2. 75 per doz.; 16-qt., 5 

galvanized tubs, No. , i $6.40 per doz. 
GARDEN HOSE.—Little interest has 
been manifested by retailers in the 
spring stock now being offered them by 
the jobbing houses. A fair volume of 
orders is expected before the end of 
the year. Prices are steady. 


We quote from Cincinnati jobbers 


stocks: 
Rubber Hose.—5-ply, ™%-in., 8c. 
lengths; 6-ply, %-in., 


per ft. in 50-ft. 
10c. per ft. in 50-ft. lengths; 7-ply, 
lengths; 


1%-in., 12c. per ft. in 50-ft. 
double braid in %-in., 500-ft. coils, 
10c. per ft. 
GARDEN TOOLS.—While a few scat- 
tering orders have been received by job- 
bers, the majority of dealers have taken 
no action in anticipation of spring re- 
quirements. Quotations are firm. 


We quote from Cincinnati jobbers’ 


stocks 
Forks. —035% 


Iowa hay forks, 
$12.25 doz.; 044% Iowa manure 
forks, $15. 60 doz.; OHW Iowa spad- 
ing forks, $19.80 "doz. 

Rakes.—14SM rakes, $5.64 doz.; 
No. 314 Peerless rakes, $9.84 doz. 

GAME TRAPS.—The hunting season is 

now in full swing and jobbers are 

pleased with the volume of business 
that they have booked. No change has 
been made in prices. 

We quote from Cincinnati jobbers’ 


stocks: 
Victor Game Traps.—No. 0, $1.10 
each; No. 1, $1.38 each; No. 1%, 
$2.44. 


GLASS.—Seasonal lull has set in and 
jobbers state that their sales have de- 
creased considerably in the past two 
weeks. Prices, however, have not been 
affected. 


We quote from Cincinnati jobbers’ 
stocks: Single strength A and . 
first three brackets, 87 per cent dis- 


Reading matter continued on page 96 
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A Sales Sensation 
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Both Jobbers 
and Retailers 


ordering them 
like Hot Cakes 


a + (COMES SALENCE SE Yo | Hl (Dore 
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BACK VIEW 


FRONT VIEW 
Showing arrangement of merchandise 


As the customers see it 


Reg. U. S. Pat Of. 
No. 995758 which will 
be strictly enforced 


The New 
Metal Display Cabinet 


Takes Domes of Silence out from behind the 


Ornamental counter and places them before customers in a 
In good taste on any convincing fashion. This speeds up sales on an 
counter. item that has every home in town for its market 


and repeat business as long as these homes last. 
Replaces the old familiar cardboard display that was so 
easily soiled, torn and dog-eared, making it unfit for position 
on counter. 

Keeps sizes in orderly arrangement. Displays full face of 
packages and prevents their being stolen. 


Catches the eye 


Its attractive design— 
refined color scheme 
and high enamel fin- 
ish stop the passerby. 


. Substantially 11%” sizes and 2% dozen each of the 
The Cabinet constructed fast selling sizes, 14",°4",34",and 74”. 





Sells 


It tells the story of 
Domes of Silence and 
makes the sale. 


Prevents 
Pilferage 


of 26 gauge sheet metal—beautifully 
lithographed in five colors with a 
hard baked permanent finish. 
Compact in size Vit? 
less than 11 inches long and only 
5 inches wide it requires very little 
counter space. 

: Contains one gross 
Capacity sets assorted sizes 


made up of 1 dozen each of 34” and 


: Shipped loaded. 
Ship p ed Packed in 200 pound 
test shipping case to prevent denting 
or damage. 


Refills Packed 14 gross sets of 

straight shoes or assort- 
ment of 1 dozen each of %”", °%”, 
34” and 74” sizes. 


Order both cabinet and refills 
from your nearest jobber 


DOMES of SILENCE Division 


Henry W. Peabody & Co. 
(7 Seate Street. New York Cay 








at 


LION“ 


he Perfect Furniture Footwear 


», DOMES of SILENCE @ > 


Getter than Casters” 
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count; double strength A, 87 per cent 

discount; ‘double strength B, 8&8 per 

cent discount. 
HAMMERS AND HATCHETS.—tThe 
call for these products has been con- 
sistently maintained throughout the 
past few months. Retailers, however, 
are not disposed to purchase more than 
they need to cover immediate require- 
ments. Prices are firm. 


We quote from Cincinnati jobbers’ 
stocks: Hatchets, No. 2961, $11.20 
doz.; hammers, No. 81, $10.50 doz.; 
Boy Scout, $11 doz. 


ICE CREAM FREEZERS.— Jobbers 
have issued a price list on ice cream 
freezers for the spring trade. The fol- 
lowing quotations prevail: 

We quote from Cincinnati jobbers’ 


stocks: 

Peerless.—2-qt., $3.45; 3-qt., $4.10; 
4-qt., $5; 6-qt., $6.30; 8-qt., $8.20. 
Peerless dealer’s discount is 25 and 


10 per cent off above list. 
White Mountain.—2-at., $5.65; 3-qt., 


$6.75; 4-qt., $8.25; 6-qt., $10.45; 8&-qt., 
$13.50. White Mountain dealer’s dis- 


count is 50 per cent off above list. 


ICE SKATES.—The weather has not 
been favorable for ice skating, although 
several rinks have enlivened interest to 
a limited extent. As a result sales 
have been made only in scattering lots. 
Prices are firm. 

We quote from Cincinnati jobbers’ 


stocks: 
skates, 84c.; nickel-plated, 


Ice 
$1.25; nickel-plated hardened runner, 
$2.20; lady’s ice skates, $1.15; hockey 


skates, $1.10. 


LAMPS.—Good sales are reported by 
the jobbing trade and fill-in orders are 


ice 


numerous. Quotations are steady. 

We quote from Cincinnati jobbers’ 
stocks: 

Quick Life gasoline lamps, C317, 
$7.40; C329, $6.25; C318, $7; C324: $7, 
a Life lanterns, ao2i, $59.25; 
4127, >. 


LAWN SPRINKLERS.—While spring 
prices were announced several weeks 
ago, retailers have not yet begun to 
buy. Little activity is anticipated until 
after the first of the year. 

We quote from Cincinnati jobbers’ 


stecks: Fountain ring sprinklers, $6 
doz.; Rain King sprinkler, $28.20 doz. 


MOPS.—A healthy demand is holding 
sales up to a satisfactory level. Prices 
are showing strength. 

We quote from Cincinnati jobbers’ 


stocks: ©’Cedar line with handles, 
No. 3, $14: No. 4, $10; No. 5, $10; 
No. 10, $14. 


NAILS.—Rumors have been circulated 
that nails can be bought at $2.85 per 
keg, but these are without foundation. 
Jobbers are adhering firmly to the es- 
tablished quotation of $2.95. Sales 
have been fairly good. 


We quote from Cincinnati jobbers’ 
stocks: Common wire nails, $2.95 per 


nee: cement coated nails, $2.40 per 
reg. 


OIL STOVES, OVENS AND WATER 
HEATERS.—Heaters are in good de- 
mand and jobbers have booked some at- 
tractive business in the past few weeks. 
Prices are strong. 


These are list prices. Dealer's dis- 
counts are noted after each group. 


Oil Cook Stoves 


PERFECTION— 
PO. Te me BMT Bic cvcccccccce cde 
. SS gf RR 22.50 
ee, We Se Bs cede decsscsecs Ee 
INO. Te © BURMOTR. «ccccvecesccicoe Ge 


Perfection dealer’s discount. 30 and 
® per cent on lots of 10 or more; on 
than 10, 30 per cent. 


less 











| 








| corded. 
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| PURITAN (Itmproved Model)— 
See Be ineé ov cecesewos's $17.50 
Se FO errr 22.50 
I 28.50 
Puritan discounts same as Perfec- 
tion, 
NESCO— 
i. a Te i ele $9.50 
a sn, oe Sn. . 66606 sue bx 17.35 
BOG, Meee & WENNER, 6 ccc ccdcccces 22.00 
No. 8314 4 DUPrmers.......cccccce 28.00 
i i i ca ws cin ek og 39.50 
No. 1102 high shelf only........ 3.26 
No. 1103 high shelf only........ 6.50 
No. 1104 high shelf only........ 8.00 
No. 1105 high shelf only........ 9.7 
Nesco dealer’s discount, 30 and 5 
per cent. 
Ovens 
PERFECTION— 
No. 211 #1 burner plain door... .$2.50 
No. 211G 1 burner glass door.... 2.70 
No. 121G 1 burner glass door.... 4.90 
No. 122G 2 burners glass door... 6.00 
eR cogent 6.15 


Dealer’s discount, on 10 or more, 
30 and 5 per cent; less than 10, 30 


per cent. 
PURITAN— 
No. 42G 2 burners glass door.. .$5.50 
Dealer’s discount, 10 or more, 30 
and 5 per cent; less than 19, 30 per 
cent. 
NESCO— : 
No. 05 1 burner solid door..... $2.10 
No. 5 1 burner glass door..... 2.25 
No. 010 1 burner solid door..... 4.15 
No. 101 burner glass door..... 4.40 
No. 020 2 burners solid door.... 5.15 
No. 20 2 burners glass door.... 5.40 
No. 030 2 burners solid door.... 5.40 
No. 30 2 burners glass door.... 5.70 
Dealers’ discount, 30 and 5 per 
cent. 
Water Heaters 
DT «tenn cige.ivn cine eeacededl $45.00 
Perfection No. 412 .....ccccccs 40.00 
Pees «Ze GEE scecsevccess 80.00 


Nesco discount, 30 and 5 ner cent: 
Perfection discount, 30 and 5 per 
cent in lots of 10 or more; less than 


10, 30 per cent. 
Wicks, Etc. 
Rockweave wicks, 25c. each. 
Perfection and Puritan, $4 per doz. 
and $48 per gross. 
Discounts same as on 
stoves, ovens and heaters. 
PAINT.— Another decrease in the 
price of turpentine has been re- 
Otherwise quotations remain 
Sales have fallen off some- 


oil cook 


unchanged. 


' what because of the usual seasonal de- 
| cline. 


We quote from Cincinnati jobbers’ 
stocks: Ready mixed house paints, 
$2.75 per gal.; linseed oil, single 
barrels, $1.02 per gal.; turpentine in 
2-barrel lots, $1.08 per gal.; white 
and red lead in 500-lb. kegs, 15%éc. 
per Ib. less 10 per cent. 


POULTRY AND WIRE NETTING.— 
Although spring prices are now in ef- 
fect, little buying has been done by re- 
tailers. 


We quote from Cincinnati jobbers’ 
stocks: 12 mesh black wire netting, 
$1.75 per 100 sq. ft.; 12 mesh opal 
wire netting, $2.05 per 100 sq. ft.: 
14 mesh opal wire netting, $2.45 per 
100 sq. ft.; poultry netting galvanized 
after, 57% off list; poultry netting 
ieee before, 57% and 10 off 
ist. 


RADIO BATTERIES.—A letdown has 
occurred in the retail demand, but this 
is expected to be only temporary. Or- 
ders during November are expected to 
average about the same volume as dur- 
ing the previous month. 
firm. 


We quote from Cincinnati jobbers’ 
stocks: 22% volt B radio battery, 
$1.30 each; 45 volt B radio battery, 
$2.44 each: two cell tubular flashlight 
battery, 19\%c. each: three cell tubu- 
lar flashlicht batterv, 27%c. each: 
small monocel's, 8%4c. each; large 
monocells, 9%c. each. 


ROLLER SKATFS.—That sales have 
been good and will continue to be ac- 


Prices are | 
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tive is attested to by the fact that a 
local jobber is expecting a second car- 
load of roller skates this week. Prices 
are steady and unchanged. 


We quote from Cincinnati jobbers’ 
stocks: Nos. 4 and 5, $1.45; No. 6, 
$1.55. 


ROOFING MATERIAL.—A fairly con- 
sistent call for roofing material has 
kept the local jobbers well occupied. 
Prices are unchanged. 


We quote from Cincinnati jobbers’ 
stocks: 

Roofing Paper.— Light, standard 
$1.05; medium standard, $1.30; heavy 
standard, $1.55; light Holdfast, $1.30; 
medium Holdfast, $1.55; heavy Hold- 
fast, $1.80; K red and green slate 
surface, ; 

Roof Coating.—Coal tar, refined, 
in barrel lots, 24c. per gal.; in half 
barrel lots, 27c. per gal.; coal tar, 
crude, in barrel lots, 25c. per gal.; 
in half barrel lots, 28c. per gal. 

Roofing Cement.—In 1-lb. cans, 32 
to the case, 15c. per Ib. net; in 3-Ib. 
cans, 12 to the case, 13c.; in 5-Ib. 
cans 12 to the case, lic.; in 10 Ib. 
cans, 10c.; in 25-lb. cans, 9c. 


ROPE.—While sales have declined in 
the past two weeks, the total bookings 
for the spring season have reached 
large proportions. Prices are firm. 


We quote from Cincinnati jobbers’ 
stocks: Best grade Manila _ rope, 
Ocean brand, 25\4c. per Ib.; Plym- 
outh brand, 26%c. per Ib.; sisal rope, 
15ec. per Ib. 

SAWS.—Prices are showing increasing 
strength, although no actual change is 
looked for. Retail sales are better than 
they were last month. 


We quote from Cincinnati jobbers’ 


stocks: Disston D8 line, 20-in., 
$24.40; 22-in., $26.20; 26-in., $29.50; 
Atkins Junior Mechanic, 20-in., $19. 


SCOOTERS.—Retailers are ordering in 
considerable volume for the _ holiday 


trade. Prices are firm. 
We quote from Cincinnati jobbers’ 
stocks: ‘ 
ree-Whiz, $2.40. No. 119, $3; No. 
111, $3.20; Scootaway, $2.30. ° 


SCREWS.—Jobbers have reduced their 
quotations approximately 5 per cent. 


Retailers report that business is fairly 
active. 
We quote from Cincinnati jobbers’ 
stocks: 
Flat head bright screws, 85 and 
7% off list; flat head blue screws, 
85 and 21% off list; flat head brass 
screws, 80, 10 and 10 off list; round 
head blue screws, 80, 20 and 2% off 
list; round head brass screws, 80 
and 5 off list; round head nickel- 
plated screws, 75, 10 and 5 off list. 


TORCHES AND FIRE POTS.—Job- 
bers state that sales are good. 
We quote from Cincinnati jobbers’ 


stocks: 
43 


Torches.—Turner Master Line, 
5 47 


$6.53 each; 


qt., $7.08 each $7.18 each; 
49 qt., $8.54 each; 52 qt. (flat), $6.96 
each. Turner Standard Line Gaso- 


line-Kerosened, 9 qt., £5.33 each; 14 
qt., $5.76 each; 22 qt., $6.53 each; 30 
qt., $6.91 each; 38 qt., $5.76 each: 
39 qt., $6.05 each; 92 qt., $6.79 each; 
93 qt., $7.42 each: 105 qt., $4.88 each; 
205 qt., $5.23 each. Clayton & Lam- 
bert No. 144, $5: No. 146, $4.75: dou- 
ble needle, No. 208, $6.35; No. 210, $6. 


Fire Pots.—Turner Line, No. 53, 
$7.29 each; No. 63, $7.97 each; No. 
66, $10.18 each; No. 76, $7.13 each: 


No. 34, $8.67 7: Clayton & Lam- 
40. 


bert Line, No. 1, 


TOY AUTOS.—Good 
ported by jobbing houses. 


sales are re- 
Quotations 


_ are unaltered. 


} 
; 
; 
i 
} 
i 


We quote from Cincinnati jobbers’ 
stocks: 

No. 110, $4.80 each: No. 112. $5.20 
each; No. 117, $8.25: No. 119. $9. 


Reading matter continued on prge 98 
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Handy Craft, a 
steel building toy of 
86 pieces is exactly what 
you want for a quick moving 
item and what the parent wants 
in an inexpensive toy of lasting inter- 
est to the child. 

The set contains 86 pieces and an in- 
struction book on how to build a great 
many toys. 

We can fill rush orders for Xmas sea- 
son from factory stock. Write to 
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Eastern Representative: 
Edwin E. Besser Co., 35 East 19th Street, New York City 


Southern Representative: 
Couch & Jackson, Atlanta, Georgla 


Chicago Representative: 
Anning & Moller, 35 South Dearborn Street, Chicago, Ill. 


Pacific Coast Representative: 
John T. Rowntree, Inc., 501 Higgins Bidg., Los Angeles, Cal. 


THE HART & COOLEY CO. 


New Britain, Conn. 


For Sample Carton of 12 Sets 
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The Value of Team-Work 


In the Hardware Store 


The football season each year has at least one good 
lesson for the business man in its demonstration of the 
supreme value of team-work. While the names of the 
star performers occupy prominent place in the public 


prints the effectiveness of these stars in the final scores | 


HARDWARE AGE 


| 








depends upon the quality of the team-work with which | 


they are backed up. 


You, Mr. Dealer, may be a star merchandiser of hard- 
ware; in the broad policies and in the major selling 
activities of your store your outstanding abilities may 
be apparent. 











But without efficient supporting team- | 


work on the part of your selling force sales opportuni- | 
ties may be fumbled, customers may be antagonized | 
and lost, and the fruits of vour efforts may be largely | 


if not entirely offset. 


How can you develop in your organization the team- 


work that will make the most of the sales opportunities | 


you attract to your store and help you run up a good 
score on the profit side of the ledger ? 


The obvious way, the way that has proved effective 
for many aggressive and prosperous hardware mer- 
chants is the weekly or bi-weekly store meeting prop- 
erly directed and developed. 


You can make periodical store meetings of gripping in- | 


terest to vour men. Try it. Get them together some 
evening; tell them what you are trying to accomplish 
and how you expect them to cooperate with you and 
with each other to attain the goal. 


From your own experience and from the experience 
of your older men many topics for discussion will be 
forthcoming. Many other topics will be suggested in 
the pages of your weekly copy of HARDWARE 
AGE. In this issue look through the editorial offerings 
and note among others the following ideas that may be 
gleaned from the advertising pages— 


A Sales-Building Thought........... Page 7 
A New Alloy Steel Wrench You Should 
PUTT bn cccvenewsceseaet Page 9 
An Efficiency-building Gift for Your 
a PTT CT TITEL eit Page 10 
Sales Points for Screen Doors and Win- 
ge ere eee Page Il11 
A Holiday Present for Your Business. .Page 24 
A Splendid Gift of Utility........... Page 27 
Some Profitable Winter Thrillers... . . Page $8l 
A Popular Gift for Boys............ Page 93 
Gifts for the Babies................ Page 101 
Simplify Your Inventory-Taking...... Page 102 
What Does a Grinder Save?......... Page 110 
A Christmas Gift for the Auto........ Page 111 
Of Interest to Your Corn-Growing Cus- 
PE: cistiroeles 6 ont caaeanwsens Page 121 























Christmas in the Kitchen 


(Continued from page 66) 
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use. Once the money has been spent for the 
regulation type of Christmas gift, there is little 
chance of selling your lines. The hardware mer- 
chant who sells his full quota of kitchen equip- 
ment for Christmas must get on the job ahead of 
the jeweler, the dry goods merchant and the nov- 
elty shop. He must show his goods, tastefully 
displayed around the central idea of Christmas. 
He must sell the idea of kitchen goods as gifts— 
of preparation for the big dinner—of mother’s 
interest in her work shop—through his windows, 
his advertising, direct mail, and even the tele- 
phone, And—he must do it before some other 
merchant has captured the family interest in the 
almost useless stuff which seems to have had a 
monopoly on the Christmas cash. 


Take Your Ordinary Goods Out of the Ordinary Class 


The main obstacle to overcome is the fact that 
for years kitchen items have been regarded as 
ordinary, every day merchandise. There has been 
no glamor of romance woven around them. And 
yet—what a world of romance centers around the 
kitchen, with its memories of Christmas goodies, 
and its odors of plum pudding, fruit cake and 
spices. 

Boost your kitchen goods out of the ordinary 
class for the holiday season. Show the items as 
you would show silver or cut glass. Talk of them 
as you would of the most novel goods in your gift 
department. The greatest screen stars were ordi- 
nary folks in their home towns until they broke 
into the movies. 

Get your kitchen equipment into the head lines, 
and it will turn the tinkle of your cash register 
into real Christmas chimes. 





Do Your Townsfolks Know 





other merchant in your town. But it is up to you 
to make use of their services. 

Let folk know that you have in stock a wide 
variety of articles at a wide range of prices 
which are ideal as Christmas gifts. Tell them this 
fact through your window displays and through 
letters. 

There are two times when a shrewd merchant 
makes money-making window displays and adver- 
tises his stock: When he needs business and when 
he has business. But there is one time when every 
dealer should be aggressive enough to go after 
business: When there’s business to be had which 
he will not get unless he does go after it. Such 
a time for the hardware dealer is the Christmas 
and holiday gift-buying season. Gift sales are 
usually cash sales. Moreover your customers 
will be grateful to you for assistance in helping 
them select suitable gifts which assure apprecia- 
tion. 


December 3, 1925 














December 3, 1925 


Make up a list of items you have in stock suited 
to every member of the family, gifts which will 
make each heart happy when found under the 
Christmas tree. Display these articles in your 
window with appropriate placards: 

WRITE your townspeople and country folk so- 
liciting their Christmas gift business. Tell them 
of the gift items you have for women, for men, 
for boys, for girls. 

Follow this suggestion and a Xmas will pres- 
ently be present in your store intent on purchas- 
ing presents. You will turn into profits days 
that might otherwise be dull for you, however 
bright and business-packed for other merchants 
in your town. You will give your cash register 
for Christmas its full of Christmas gift money. 





Making Business Safe for 
Morons 


(Continued from page 74) 
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War. On the other hand, doesn’t everybody know, 
who knows anything about the great War, that there 
was an exhibition in every army of waste and in- 
efficiency that has been the source of amazement to 
every sane and thinking man who saw what took place? 
Stop and think of what was done. Think of the wild 
buying. Think of the stuff dumped in France at any 
price. Think of the millions and millions of dollars 
wasted in ships. Think of tying hundreds of ships 
together and burning them up. Think of what hap- 
pened in airplanes. Get the figures and study them. 
% % % 

This is the wartime efficiency that we business men 
are expected to adopt in our lines of business—God 
forbid! Stop and think about some of these circulars 
that are being issued. Just read them. It seems to 
be the idea that all business men are morons and 
that business must be made safe for morons! The 
idea is that the average retail dealer hasn’t intelligence 
enough to make up a future order without overstock- 
ing himself. That is exactly what they think and 
what they mean when they talk about the inefficiency 
and risk of retailers placing future orders. My dear 
retail friend, you are not supposed to have brains 
enough to place a future order! Some of us actually 
believe in the survival of the fittest in business. We 
believe this is a good thing for business. Would it not 
be better for some of these retail dealers who haven’t 
brains enough to place a future order to drop out of 
the retail business? I think so. When we read the 
reports that are sent out by The National Retail Hard- 
ware Association in regard to conditions in the retail 
hardware trade, we wonder if there are not too many 
morons in the retail hardware business? 

% * * 

Now, what are we going to do about it? Are we 
going to arrange the entire system of business to 
protect and take care of the moron in business who 
hasn’t intelligence enough to run his own business? 
Can we help the business moron? I doubt it. 


ce 








A Worth-While Thought 


If it’s not on the shelves you can’t sell it. 
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The old mill is now an historical object sym- 
bolic of many weary journeys by our fore- 


fathers. 


Flour was as essential in those days 


as it is now, but modern methods require a 
mill that can be successfully used at home. 


No. 1 Arcade 
Home 


Flour Mill 


Here is a mill that is a 
constant seller. The demand 
for this item continues tho 
year round, and many satis- 
fied customers are proof of 
its qualities. Flour can be 
produced in any desired de- 
gree of fineness due to its 
high speed adjustable burrs. 
Construction is simple, no 
complicated parts to get out 
of order. Mill can be clamped 
in any convenient place. 


One of the many other things 
for which this mill is adapted 
is the grinding of coarse 
feed for the poultry. For 
cracking unex- 
celled. 


corn it is 





No. 2 Arcade 
Flour Mill 


The No. 2 Mill has the same 


wide utility as the No. 1, but 
is built to be operated by belt 
or hand. It has a large hop- 
per, which increases its ca- 
pacity. All bearing parts are 
equipped with oil cups to in- 
sure perfect lubrication. \ 


highly efficient machine in 
every way. 

We also manufacture a power 
driven mill (No. 8), which has a 
distinctive feature in the way of 
an automatic sifting device for 


the bran and middlings 


flour. 


separating 
from the 


Write us for catalog 


ARCADE MANUFACTURING CO., Freeport, _ Ill. 
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Getting the Men’s Christmas Money 


and inspect and find out all about 
the various qualities. 

In displaying such lines in the 
windows, put on the prices, but 
take pains to feature the fact, if 
it is a fact, that you have other 
grades inside the store, and that 
vou welcome inspection and ques- 
tions. A good window card to 
bring people in is the following: 


Feel as Free to Come Inside and 
Look 
As to Look in the Window. 


Or: 


Come Inside and Look Around. 
No One Will Urge You to Buy. 


Originality and initiative count 
in preparing the store for the 
holiday trade. The day is past 
when it made a store look like 
holiday time to put up a sign: 
“Santa Claus’ Headquarters,” 
and to put a so-called Christmas 
tree in the window. Merchants 
have found that better than tell- 
ing people that the store is head- 
quarters for the Christmas trade 
is to make it actually look the 
part. The hardware store is or- 
dinarily rather a mechanical look- 
ing place and it is worth while 
during the holidays to get away 
from that look, if it can be done. 

A window that displays gift 
goods ought to display them in 
such a way as to make them look 


(Continued from page 68) 


like Christmas presents. This 
means something more than bare 
wood background and fixtures. 
Dress up the window with ever- 
greens or holly, or use draperies 
to get a strong single color ef- 
fect. The cheapest thing avail- 
able for getting the desired color 
effects is crepe paper. One of the 
richest in appearance is corduroy, 
which can be used again and 
again. <A display of aluminum 
pieces on a ground of Copenhagen 
corduroy will make an effective 
picture at Christmas or any other 
time. 


The hardware dealer can use 
various wares and many kinds of 
stock in getting up such windows 
as a window of dollar gifts, or a 
window of 50c or of $2 gifts. You 
can be certain of a steady audi- 
ence of interested prospective 
purchasers when you make up a 
liberal window display of “DOL- 
LAR GIFTS,” with a big sign 
indicating the price, and one arti- 
cle of a kind, all the way from 
a boy’s pocketknife to a fancy 
cake box. But don’t crowd such 
a display. Keep the items far 
enough apart to avoid confusing 
the observer. Use a sign that 
reads: “You Can Pick Useful 
Gifts Here.” 

So much mainly with reference 
to the men who approach the store 
anyway. What about going after 
the men who show no inclination 


to come in voluntarily? There 
are plenty of possible customers 
among men who will not come 
near your store unless something 
is done to bring them there. 
Here are some letters designed 
to bring the men your way. The 
same matter, with a _ suitable 
headline, may be used for small 
newspaper advertisements. 


Dear Sir: — Whatever other 
presents you may give your wife, 
don’t fail to add to her happiness 
by giving her some of these things 
that make housekeeping easier: 


Vacuum Cleaner 

Aluminum Coffee Percolator 
Aluminum Kitchen Utensils 
Glass Oven Ware 

New Bathroom Accessories 
Kitchen Scales 

Handy Flashlight 


Come and see our window dis- 
play of dollar gifts. You will find 
among them many things that 
will be useful in your home. 

Whether your chief gift to your 
wife is a handsome electric va- 
cuum cleaner, or something in 
table silverware, of which we 
have a fine assortment, you are 
sure to find in our stock many 
little things that you can add to 
make Christmas satisfactory. 

Sporting goods, and toys, of 
course. 

Yours very truly, 





A Builder of Good Will 














7YREDERICK W. BENHAM has just celebrated 

his 71ist birthday. This announcement may 

mean much or little to you, depending upon 
whether or not you know who Mr. Benham is. 

Frederick W. Benham is the official greeter at 
the door of the main office of the Stanley Works, 
New Britain, Conn. His duties consist of greet- 
ing the visitors—the salesmen, merchants and 
others who come to the plant. His genial, kindly 
personality, his unfailing tact and courtesy have 
for many years made pleasant the visits of 
those whose business leads them to his desk. 

He gives to each man who calls the impression 
that his greeting is not a matter of business, but 
of sincere pleasure. Those who know him realize 
that to him the meeting of people is real delight. 

That he holds a place of affection in the hearts 
of those with whom he labors, was amply demon- 


strated in the little surprise they planned for him 
on his birthday. A big basket of chrysanthemums 
on his desk greeted him as he returned to his 
work after lunch. As he entered, work in the 
office ceased, and the office force rose as one man 
to applaud and congratulate him. 

Thousands of those who have experienced his 
greeting, who have felt his hand clasp and caught 
his friendly smile, would gladly have joined in 
those felicitations. 

Frederick W. Benham is a builder of Good Will, 
the biggest asset of any business. Almost con- 
tinuously since 1875 he has added brick upon 
ha to the structure of Good Will erected by his 

rm. 

We need more Frederick W. Benhams in busi- 
ness, especially at this season of Peace on Earth, 
Good Will to Men. 
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Don’t Fear 
Over-stocking 


Unless you have sold TAYLOR-TOT 
during the past Spring and Summer, 
you have no idea of what consistent vol- 
ume it offers. Even if you have, you are 
apt to underrate its tremendous Christ- 
mas sale, for the reasons behind TAY- 
LOR-TOT’S success during the rest of 
the year are then magnified by this im- 
portant event—Mothers are searching for 
a gift, fine enough to remember their 
baby’s first Christmas, an all-important 
event. 


TAYLOR-TOT stands alone as the logi- 
cal gift, for it benefits both the health and 
happiness of babies from 6 to 12 months 
of age—a time when most practical toys 
are “too old.” 


As a Baby-Walker, TAYLOR-TOT will 
scientifically teach baby to walk, while 
safely amusing him all day long. The 
seat is adjustable in height—always just 
the right size for baby. No cramped or 
strained positions. Other mechanical 
features which make TAYLOR-TOT 
truly a Baby Specialist are: Ball bearing 
front swiveling wheels and roller bearing 
rear wheels—respond instantly to the 
slightest push from baby’s feet. Rubber 
bumpers front and rear, protect furni- 
ture. Absolute safety is assured by 
TAYLOR-TOT design. Arrangement of 
wheels, shape and slant of seat board, 
construction of back-rest and supporting 
ring—all play a big part. Even the col- 
ors, red and ivory, have been proven by 
extensive tests to be the choice of all 
babies. 


Later it is convertible into a Go-Cart 
(with Tongue) and a 4-wheeled Coaster- 
Car that steers like an auto—an economy 
appreciated by all parents. 

No, don’t fear over-stocking, for TAY- 
LOR-TOT’S wonderful utility, plus ef- 
fective national advertising will pull 
Christmas sales beyond your greatest ex- 
pectations. Also remember that TAY- 
LOR-TOT is a year-round seller—that 
no sacrifices must be taken after the 
Holiday Season. 

Place your stock order now and insure 
prompt and complete delivery — direct. 
please, as TAYLOR-TOT is not sold thru 
jobbers. 





Prices F.O.B. Cincinnati 


TAYLOR-TOTS ..........$40.00 per dozen 
TAYLOR-TOT Tongues ... $7.50 per dozen 


(Less 5% for orders of 6 dozen or more) 


Advertised retail prices, $4.95 for TAYLOR-TOT 
($5.95 west of Denver), $1.00 additional for TAY- 
LOR-TOT Tongue. 


The Frank F. Taylor Co. 


Norwood, Cincinnati, Ohio 


Bastern Sales Office Pacific Salea Office 

TAYLOR-TOT Eastern Sales The Metropolitan Furniture 
Company, Iac. Mfg. Company, 

23 E. 17th Street, 1017 Folsom S8t., 


New York, N. Y. San Francisco, Calif, 
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Order Your 








Inventory Sheets 





/ 


Now ® 


Thousands of dollars are saved annually by hardware merchants who use 
Hardware Age Simplified Inventory Sheets. 


Shorter time is required to list all. 
items. 

Correct tax returns can be easily 
made. 

Proper bank and financial state- 
ments are quickly prepared. 

Stock turnover will be figured 
correctly. 


Slow sellers can be eliminated. 
Low stocks can be replenished. 
Dead stock can be weeded out. 


Losses in the value of merchandise 
are accurately determined. 


Insurance can be properly con- 
trolled. 

















Each sheet is 16x 10% inches, printed and ruled both sides, on fine heavy 
bond paper, easy on the eyes, and designed to enable you to take your inven- 
tory with speed and accuracy. This is the largest and roomiest sheet on the 


market. 
There is plenty of room for every item—no crowding or cramping. 


Notice the simplified form—simple, yet complete—also the column provided 
for deductions and losses. 





Page ...sen-cee 


Harpwar_e AcE INVENTORY REcoRD 
EXTENDED BY 
ENTERED BY EXAMINED BY 
NR i Ee DATE. ERRORS EX'D BY 


ctions in the Columns. Be Extremely Careful That You Do Not Mix Your Single Units With Dozens, or Dozens With Gross Quantities. 
Price complete with 100 Gheets and Covers $3.60. Batre Ghosts $2.60 per Banded 
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ad 
ORDER YOUR SUPPLY NOW—THE PRICE HAS BEEN REDUCED! 


The new reduced price per 100 sheets is — $1.30 


(100 Sheets will accommodate 6800 items) Postage paid. 


The binders are $1.00 each. Cloth covered heavy board, 
fastening with string ties, permitting any thickness and 
eliminating protruding metal posts. 


Send Your Order On a Post Card Today 


Hardware Age 
239 West 39th Street 
New York City, N. Y. 
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Ready for ef 
CAristmas?~ 


6 a Cuno Electric Match is a good all the year round 
seller; it is an especially good seller at Christmas. 

As Christmas Gifts, the three models, Nos. 600, 603 and 
640 and the new “Out-O-Site” Ash Receiver, in their spe- 
cial, three color Christmas boxes, will be in much larger 
demand than ever. 


Your jobbers now have these ready 
for shipment. Place your order now. 
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THE CUNO ENGINEERING CORP. 


Siase 80 South Vine Street Meriden, Conn. 


Canadian Representatives: 
Colonial Traders Limited Chatham, Ont. 
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Your Field of Sales Includes Every Home 


The day of the old fashioned wash bowl and pitcher 1s 
past. Those who used to refer to Bath Room fixtures 
as a luxury now regard them as a necessity. 


When people plan homes nowadays they give as much 
thought and attention to the conveniences of the Bath 
Room as any other room. 


They realize that to install fixtures that are unattractive 
in appearance and made of metals which soon rust and 
wear out is indeed poor economy. 


The rapidly increasing demand for R§INece Bath Room 
Fixtures is due to their distinctive designs and the fact 
that they are made of Solid Brass which insures a life 


time of satisfactory service. 


Your Jobber will supply you. Send for catalog which shows over 
300 designs. 


AMERICAN RING COMPANY 
Waterbury, Conn., U. S. A. 


» SS, BRANCH OFFICES: 
Chicago, No. 29 E. Madison St. New York, No. 2 Hudson St. 
Boston, No. 170 Summer St. San Francisco, No. 116 New Mont- 


gomery St. 
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PREMAX KEY-KASE 
RENCH-KIT 


Midget Rench Set in Vest Pocket 
Key Ring Case 


\" 
san 
Bin. 
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Dealers’ Prices and Discounts 


PREMAX HANDIKIT of Renches., 

(Both sets in Xmas Box sell for 50c.) 
1 Doz. Kits $4.00. You sell for $6.00. Your margin 50 % of cost. 
8 Doz. Kits 10.80. You sell for 18.00. Your margin 66°54 % of cost. 


PREMAX KEY-KASE—Midget Kit. 

(Radio Rench Set in Key Ring Case for 25c.) 
1 Doz. Kits $2.00. You sell for $3.00. Your margin 50 % of cost. 
3 Doz. Kits $5.40. You sell for $9.00. Your margin 66% % of cost. 


Jobbers, Write for Discounts 


PREMAX 
HANDIKIT 


Xmas Box 











In 











Retails at 


ey a 50c 


The Midget Rench Set and the Single 
Six, a slightly heavier combination, 
fitting bolts and nuts from 5/16 to 
5/8 in., is furnished in an attractive 
holly-covered Xmas Box to sell retail 
for 50c. 

A quick seller and sure. 


Order Through Your Jobber or Direct 
With His Name. 


Niagara Metal Stamping 
Corporation 
102 Tenth St. Niagara Falls, N. Y. 


THE 


PREMAX 


LINE 


Metal Letters and Numbers—Rustiess Tent Stakes—Hame 
Fasteners 


Single 
Six Set 
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Tools 
for A 


Good Work 


That’s the verdict on Prentiss Vises and 
Cheney Hammers wherever one or both 
are used. 





‘Ask the men who buy them or those who 
use them. They’ll tell you that there’s 
more years of use in a Prentiss Vise and 
more work and less effort in a Cheney Ham- 
mer than they can get elsewhere. 


Neither the jaws of a Prentiss Vise nor the 
head of a Cheney Hammer can ever come 
loose. Both Vise and Hammer have excess 
strength of material. Each is designed and 
made by men who know what workmen 
want. 


Selling Prentiss Vises and Cheney Hammers is 
cashing in on the reputation the tools have won. 
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Familiarity 
Friendship 
Confidence 


—you'll find all three when- 
ever Starrett Tools are men- 
tioned to the men who buy 
or sell or use them. 


That’s why it’seasier to sell 
a man a Starrett Tool. 


Use and appreciation of 
quality, accuracy and prac- 
tical value — plus Starrett 
advertising —have won 
Friendship and Confidence 
for Starrett Tools where- 
ever men work metal. 


Write for Catalog No. 23 
i ag 


THE L. S. STARRETT CO. 


W orla’s Greatest Toolmakers 


Manufacturers of Hacksaws Unexcelled 


ATHOL, MASS. 
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to Sel/ 
Jor Christmas| 


It’s easy to sell the CRE-CO-ITE Hand 
Axe—and to boost your Christmas sales 
and profits accordingly! Well designed and 
attractive head, hickory green handle, and 
carrying sheath. Strong as a lumber jack 
—fully guaranteed—and its price is within 
the easy reach of all. 


Well Designed— —Hickory Green Handle 
Attractive— _ —Keen Edge 
Durable— —Sheath 

















For Sportsmen, Scouts, 
Campers, Tourists 


General Utility 


More camp axes will be sold this Christmas than 
ever before. Have your stock ready in good time- 
including CRE-CO-ITE men’s and boys’ axes, ham- 
mers and hatchets. If your jobber can’t supply you, 
write us for samples, prices, and dealer’s liberal 
discounts. Today! 


CRE-CO-ITE 


“Tools You Can Sell with Confidence” 


MARION TOOL WORKS, INC. 


Subsidiary of Chicago Railway Equipment Co. 
Marion, Indiana 
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Rivets, Roofing Nails, 
Scratch Brush Wire, 
and Pipe Couplings. 


THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn. 


Representatives: 
George E. Quigley, Detroit 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
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‘Perfect 


POUT IU UU 





The Customer Who Leaves It 
To Your Judgment 


/ 





When it is left for you to decide—you become not 
the “Judge”—but the Defendant! It is your trial, 
so to speak, and “Perfect” is a Character Witness. 


You will not only make a sale. Your decision will 
bear weight. When a customer says, “‘I’ll leave it to 
you to send the best,” he is going to tell his neigh- 
bors all about the merits of his selection. Even if 
you did send “‘Perfect’”’ Screen Cloth, he will claim 
the credit for his good judgment. Make the sale 
and let the credit go! 


Your Jobber Carries “Perfect.” 
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LUDLOW-SAYLOR WIRE CO. 


St. Louis, Mo. 
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Approved! 


by the keenest buying 
brains in the country 


Through unity of effort, 
large scale production, the 
elimination of waste by 
the use of efficient ma- 
chines, the hearty coopera- 
tion of satisfied employees 
and specialization, the 
Tubular Rivet and Stud 
Company has for 50 years 
manufactured rivets that 
are the recognized stand- 


ard in their field. 


Le 8 ee ee 


TUBULAR RIVET & STUD 
COMPANY 


BOSTON 


Coast Representative 


J. T. McDEVITT 


Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 
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A Working Partner 
to Your Cash Register! 


The customer entering your store—child, 
home owner, woman or skilled workman— 
may be favorably impressed with the gen- 
eral arrangement or appearance of your 
store. But—one thing is certain, what in- 
dividuals buy is largely a result of what 
they see! 


If your merchandise is displayed in Warren 
Fixtures you’ll be surprised how often you'll 
hear, “That reminds me, wrap up... .” 
Thus you find that Warren Fixtures an 
your cash register are working partners; 
one maintaining an orderly record and stor- 
age of goods while keeping them before the 
eyes of customers—and the other keeping 
track of incoming- cash from sales. Both 
are necessary in any modern, up-to-date 
store. 


Warren Fixtures are sectional and can be adapted 
to your particular store, stock, and purse—no 
matter where you are located or the character of 
your trade. Start with a single unit—add others 
as they pay for themselves from sales. 


Suggestive floor plans, free of charge — without 
obligation. Catalog of Warren Fixtures and prices 
quoted, upon request. 


“There Is No Substitute for Warren Fixtures” 


NEWS ITEM:—Samuel Harris & Co., 114-116 
No. Clinton St., Chicago, IIl., have recently opened 
a new South Side branch store, at 2500 So. 
Wabash Ave., and installed Warren Fixtures. 


J. D. WARREN MFG. COMPANY 
159 No. State St., Chicago, Illinois 
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BABCOCK 


SPRUCE LADDERS 


Users of stepladders are demanding good spruce ladders 
that are light, strong and safe. Don’t take a chance of 
selling your customer or friend an accident by selling 
cheap step ladders. The amount involved is so small 
you cannot afford it. 

Get our booklet and latest price sheet. 


Remember, we pay the freight. 


W. W. Babcock Co., Bath, N. Y. 
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THE MYERS 
HOUSE PUMP DISPLAY 

















' _In the entire line of Myers House and Cistern 


Pumps are to be found those features which provide 
superior pumping service. Dealers everywhere find them 
filling places where probably another type of pump would 
not answer. 


They offer opportunities for installation not to be com- 
pared with others, while the profits resulting from installa- 
tion are more than satisfactory. Many dependable features, 
neat design, attractive finish, has lifted them above the ordi- 
nary type of house or pitcher pump and they are universally 
popular with the housewife who must depend on this type of - 
pump day in and day out. 

Circulars illustrating all styles of Myers House Pumps in 


actual colors and best trade prices to dealers and pump men 
who may be interested. Write today. 


THE FLE,MYERS & BIRO.co. 


ASHLAND, OHIO. , : 


Manufacturers for over Fifty Years of MYERS HONOR-BILT PUMPS for Every Purpose. 
WATER SVSTENS- HAY and GRAIN UNLOADING TOOLS-B BARN. FALTORY and 
RAGE DOOR HANGERS- STORE LADDERS, E 
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Here's the List you need- 
Its Verified 


\\) 
\ \ 
\ 





OF WHOLESALERS AND RETAILERS 


Gives names and addresses of Hardware Retailers, 
with ratings based principally upon annual sales; 
and also shows names, addresses, capitalization, ter- 
ritory covered, number of traveling men, names of 


buyers and lines handled by Hardware Wholesalers. 
CONTENTS 


Wholesale Hardware Houses and Manufacturers 
Agents in United States, Canada and Foreign Coun- 
tries. 

Retail Hardware and Housefurnishing Stores, includ- 
ing Retail Departments of Wholesale Houses in 
United States, Canada and Foreign Countries; also 
General Stores, Lumber Yards, etc., handling hard- 
ware. 

5c, 10c and 25c Stores carrying hardware in United 
States and Canada. 

Department Stores carrying hardware and housefur- 
ar in the United States. 
Automobile Accessories Jobbers. 

Dealers in Mill, Steam, Mine and Machinery Supplies. 
agg Merchants handling hardware and kindred 
ines. 

Sporting Goods Wholesalers and Retailers. 

Mail Order Houses handling hardware and housefur- 
nishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Jobbers. 

Radio and Electrical Goods Jobbers.. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers 
is indispensable in economic direct-by-mail promotion work 
and also a helpful guide for salesmen’s calls. Every sales 
manager should have one on his desk, and every salesman 
could profitably carry a copy in his grip. Since the previous 
issue was published there have been more than 10,000 
additions and corrections, and these all appear in the Sixth 
Edition which is the current issue. 


Hardware Wholesalers find Verified List of great value in 
“‘checking’’ their retail prospect records. 


$12.00 postpaid 
HARDWARE AGE 
(Verified List Department) 
239 W. 39th St. New York, N. Y. 











Witt Cans Pay 
Larger Profits 


When you sell a Witt Can you make as 
much profit as you would on three ordi- 
nary cans, and you have another satis- 
fied customer as well. 

You take no risk. The guarantee tag 
wired to the handle protects you and 
gives the customer confidence in your 
sale. It is the guarantee of a nationally 
known and highly respected manufac- 
turer that a Witt Corrugated Can will 
outlast 3 to 5 of the ordinary kind. 


At this season of the year Witt Ash Cans 


are piling up big profits for the dealers. - 


By comparison, customers quickly see 
that the sturdy strength and close-fitting 
lids mean buying economy and more fire 
protection than they can buy in any other 
can. 

Don't wait. Get this season's profits. 
Your jobber can supply you, or write 


Department D 


THE WITT CORNICE COMPANY 


Cincinnati, Ohio 


Manufacturers of 


fut og “A ung ie] ris 


Wil 


CORRUGATED 
‘CANS and PAILS» 


THE BRIGHTON CAN 





An active member of our fine medium weight line—many 
steps above the ordinary light can in everything but price. 
Ideal for the special sale. Include it in your order. 
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, Royal 
Point Out What a Grinder Saves pil 


Give customers a demonstration of how quickly a lence. 


Cheney, or a Royal Grinder will sharpen their 
kitchen cutlery. It will convince and make sales 
where other methods may fail. 


Fasten a 


Royal or Cheney Grinder 


to a counter, place a dull carver or bread knife 
alongside and a neat sign reading: “Sharpen a: knife 
on one of these grinders and see how easily you'll 
get a keen edge.” | 


Then add that a good tool grinder will soon pay 
for itself in saving the money usually paid out for 
having cutlery sharpened. 





Try this plan. We'll stand by the Grinders. 














GRIFFIN— 


the hinge that is designed 
and made for lasting beauty 
of finish, pleasing simplicity 
in design, lifelong endur- 





Griffin Hinges are made in We also manufacture 
a wide variety of sizes and 


ance in service—the result 37 eee amy «Cellar Window Sets. Haspe 
° in moisture proof paper and and Safety Hasps. Door 

of more than thirty years Of packed one pair in a box ‘Handles and Door Holders, 
with screws to match. Brackets, Push Plates, 


experience in the manufac- write today for our price Drawer Pulls Door Steps 


list and the catalogue of the rel Bolts. Corner Braces, 


ture of hinges. complete Griffin Line. Corner Irons, Washers, ete. 


GRIFFIN MANUFACTURING CO. 


WAREMOUSE 


45 Warren St.NewYork ERIE,PENNA.’ 74w.LakeSt.chicago,I. 
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An Acceptable Christmas Gift 


An Empress Auto Ash Tray, 
packed in a Christmas box, 
provides an inexpensive gift 
that will be appreciated by 
any motorist. This display 
on the dealer’s counter sells : 
them without further sales 4 af 
effort. SB Fy 

Write for Descriptive Fe mae tr 


Folder No. L-AF33 










A combination ash receiver and 
match box holder far ahead in value GOO Ne 
of the usual type offered at this price. —— > é; 
Made from heavy sheet brass instead | io 
of steel, it cannot rust. Finished in 
heavy, durable nickel plate. 


ee se bt endewe ses $1.00 Each 
The display case, attractively printed in three colors in keep- 
Your Jobber Can ing with the Christmas spirit, contains ten ash trays packed 
Supply You. in individual gift boxes. 


BOWEN PRODUCTS CORPORATION, AUBURN, NEW YORK 


“SNO-WITE) | 
“ag 


eT ann 
color, rest break or dsterioe, 
‘Susaniaa 


chee 


—e~? 








GUARANTEE 
THAT 
CREATES 
CONFIDENCE 


pleeTs 


and So f the lasti li f “SNO-WITE” Bath R Tri 6) 

sure are we of the lasting quality of our . ” Bat oom Trim- ae, 

MAKES SALES mings that we attach a tag to each article and Guarantee it for 10 years. This ©) 
guarantee creates confidence and makes sales. Every dealer is protected. ©) 

Catalog on Application CS) 
Originators of Porcelain Enameled Bathroom Trimmings © 


"SNO-WITE- American Enameled Products Company © 





( 
Nvenameb Boston CHICAGO —_— 
San Francisco Atlanta Toronto Detroit 6 





( } 

Cz’ 0 ee GS “er. Ne czas ae? Seta ae > Ce) Oe OG el Ce a? See 9 0 Ci ati Ne > ia) ean Sze? 5 cS . ~~ OC a> CS — S re? S 0 OO ae OS oc Xi . es HS 7% os rt: — 
GOOGSSOooooSooooeeosSoeeeoaoaoo oo eaSooeseo0agS 
= =~ uM a ms aes ED a <<] 4) - a a eS OO  —_ ’ 2 os. a ee, eee Oe ~ 5 ers C= > 4 ta hs) Y » 
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Cold-Drawn 


HOLLOW SCREWS 





Pull Trade with 30% More Strength 























| Lhey have the “pull” with 
your set screw users—by hav- 
ing that extra strength. 


peeeeeuemeeeee 


They have the pull of a Repu- 
tation—which helps yours in 
mill supply selling. 


They have the pull of industry- 
wide advertising, which saves 
you a lot of “‘push.”’ 


If you're fixed about right for 
an Allen Dealership, you will 
take over sales from the start. 
Make the start — writing for 
catalogue. . 











| The Allen Mfg. Co. 


139 Sheldon St., Hartford, Conn. 














Pacific Coast Distributor: W. J. McRae, 
320 Market Street, San Francisco, Cal. 
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This advertisement ap- 
pears in Good House- 
eeping and 
Woman’s Home 
Companion. 








a) =©6 NATIONAL 
” ADVERTISING! 


O LONGER Gullivers! 

National advertising is 
selling Faultless Casters to over 
three million women. Put the 
Faultless Demonstrator on 
your counter — it’s the only 
salesman you need. 


FAULTLESS CASTER CO. 
EVANSVILLE INDIANA 


NOELTING 


FAULTLESS CASTERS 


Makers of Quality Casters for a Third of a Century 
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SPECIAL CHRISTMAS ASSORTMENT 
Se I 5 aN 10 standard lights 





se Ta me : ) List - - - -+ = = = © © = = © = $24.95 
eNO Cost to dealer, including display - - - - 13.71 
Dealer’s profit - - - - - - - - = - $11.24 


Order from your jobber now! 


In a Christmas Package 


No. 202 T Trip Scale 


The foot rule 


that measures quality 


Merry Chris tmas to _ 
And to all a good teva 


is the kind of materials, the skill 
of the builder and care taken in 
manufacture. 


Analyze the question in this way, 


and it is easy to see why hardware 4 yy Sti 1] time to cash in on 
dealers sell Chatillon Scales in pref- 7a ’ 
eet te other makes «SY! ©~Eveready Christmas Special 


i les are made by , 
an eupucination has almost a [HE special Christmas assortment is 


century’s experience in building Y; making a big hit with dealers and public 
good scales, and constant super- NX alike. Flashlights are selling as never 
vision is exercised to insure quality me before. ‘There’s still time to get the 
trip scales. .s special display on the counter . . . and 
Scales that are so produced must ~ yy the profits into the cash-drawer! With 
be good scales, and they are. Thou- Yay the values Eveready has to offer the 
sands use them and are entirely : public, and with the powerful adver- 
satisfied. oe ' 

tising behind them, there is every reason 
to say (and believe) that this will be 
the biggest flashlight year ever. If you 
haven’t already ordered from your 
jobber, do so now! 
NATIONAL CARBON COMPANY, Inc. 
New York San Francisco 
Atlanta Chicago Dallas Kansas City Pittsburgh 


Canadian National Carbon Co. Limited, Toronto, Ontario 





No. 202 B. T. Trip Scale 2) \( EVEREADY HOUR EVERY TUESDAY AT 9 P. M. 


Eastern Standard Time 
For real radio enjoyment, tell your customers to tune in the 


Ij ¥ our jobber cannot give you y Oy : “Eveready Group.” Broadcast through stations— 
: ° . . WEAF New York WFI Philadelphia WWJ Detroit 
complete information and prices, _jW¥, WJAR Providence  WGR_ Buffalo weoco Minneapolis 
i A e ° De |Z WEE! Boston WCAE Pittsburgh , oe 
wx write to us direct. a4 WTAG Worcester WSAI Cincinnati = WOC Davenport 
x) Sy uls 


‘Gor 


i) JOHN CHATILLON & SONS 


Established 1835 
85-99 Cliff St. New York City, N. Y. 


-_ - 
«a! 
Cts ~ 


a7 


ee pile, 
Ze, 


“rr cy 


2] 
4, Yn te, 


Vy Mis 
oe afl 4 SUs, 


EVEREADY 


FLASH LIGHTS 
& BATTERI ES 


they last longer i 


Boxe i: 2 Se 
t, 
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Copper ana Bronze 
FLY SCREEN CLOTH 


. If any dealer has never seen this per- 
fectly woven, most durable fly screen 
cloth, he should send for a Sample 
and Prices. It sells on its merits. 


SPARGO WIRE CO. 


ROME N. Y¥. 














Genuine Armstrong 


Stocks and Dies 


Are always in working order. They rep- 
resent the utmost simplicity and efh- 





Lk ciency in operation. 





Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you All genuine Armstrong stocks and dies 
certainly wouldn’t want to carry a hod that ’ 
dripped water all over your shoulder. bear this trade-mark: 

You would choose a Never Drip Steel Hod 
with its one-piece ends. You would go 
whistling on your way while the other fellow 
sulked. 

There are lots of hod carriers in your town 
who are bearing the discomforts of carrying 
leaky hods simply because they have not been 
shown the sensible and better kind. 

















This open field of profit is yours for the Be Sure You Get the Genuine 
asking. Write us at once for details. ' 
The Cleveland Wire Spring Co. Tae Aries Ceatnating Co. 
Cleveland 
Bridgeport, Conn. | 

















Jurnin UFK/N 
co) TT 
ALUMINUM RULES 


& GETS ANTAL \SL Saal) 
tee ALUMINUM RULES Ni 
4) Riana OF SPECIAL HARDNESS, DURABLE AND HOLD SHAPE WELL 
= aE Sunken black markings. Brass joints. Rust proof. Light weight. With or 
MBs seitailaited without FOLDING END HOOK. 
DISPLAY No. 12, a substantial, attractive, colored card, carrying only four 
a Sh i Aluminum Rules, as shown. It is the smallest assorted stock any dealer could 
iia: carry and sells the rules on sight. 
J eee Tapes, Rules, Mechanical Tools 
Send 
for THE [UFAIN, PPULE C' a. New Seon eee ek 


Catalog. 























December 3, 1925 


_ Kimball Straight Line Drive 


This Kimball Straight Line Elevator 
Drive eliminates the possibility of dis- 
alignment between the worm shaft and 
the motor rotor because the motor is 
bolted to the machine frame as an in- 
tegral unit. 

Write for further information. 


There is a Kimball Elevator built for every 
requirement 


KIMBALL BROS. CO. 


1117-41 South 9th Street Council Bluffs, Ia. 







; | 
4 
i, 


§ KIMBALL 
Straight Line Elevator Drive 
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- In Beauty and 
Strength 


Our Lock Set No. 250B 
EXCELS 


Lock Case is sturdily 
constructed and 
smoothly operated. 

Glass Knobs are of 
pretty design—ground 


and __— polished — silver 
backed, giving high 
lustre. 


Set No. 250C—Same as 
above except with small 
oval escutcheons in- 
stead of large plates. 
Set No. 250A—Same as 
250B except with metal 
knobs instead of glass 
knobs. 


manufacturers of the popular Dead 


No. 250B 


Remember—We are the 
Bolt Night Latch, Ileo No. 202, the lock with the patented feature. 
Do not hesitate to request our catalog and prices—they will 
interest you. 

BRANCHES 


SO EFC ERT CC re New York City 


23 Warren St. 
nha + Gees ee 6 6 60 eee Philadelphia, Pa. 


17 N. 5th St. 


213 State St., Room 508......... Detroit, Michigan 
Bee W. EMBO BE. wccccccsccovscecess Chicago, Ill. 
eS Me te tee née ewewe wa San Francisco, Calif. 
Dt See Gs. oct ceccudeeeteus Los Angeles, Calif. 





(iD INDEPENDENT JOCK CO,d® 


Leominster, Mass., U. S. A. 


of cylinder locks, padlocks, key blanks 
specialties 


Mfrs. and hardware 





HARDWARE 

















AGE 





CORBIN 


SCREW 
PRODUCTS 





Wood Screws—Machine 
Screws—Cap and Set 
Screws—Saw _ Screws, 
and Special Screws of 
every _ description. 
Stove, Tire, Sink, and 
Agriculture Bolts — 
Nuts—Escutcheon Pins 
—Jack, Safety, Plumb- 
ers, Register, Sash and 
Ladder Chains. 





We shall be pleased to 
furnish quotations im- 
mediately upon receipt 
of samples, blueprints, 
or specifications. 


The CORBIN SCREW 
CORPORATION 


The American Hardware Corporation 
Successor 
229 High Street 
New Britain, Conn. 
Branches: 


New York Chicago Philadelphia 
Western Factory: Dayton, Ohio 
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Known as Reliable for 


over Fifty Years 









Whether you want Carpet Tacks or Cut 
Tacks, Basket Nails or Trunk Nails doesn’t 
matter—we make them all. 

If you'll send for Samples—we’ll send the 
Tacks or Nails that will prove our products 
are the kind you should handle. State which 
products. 





Priest’s 
The bobbed hair fad is at its peak 
BAUR TACK CO. —take advantage of it. 


Indianapolis Indiana 
. + » | . 
ol nena Re ig oe Pg “re _, Priest's Tiger and Shaver are 
and Trunk Nails ideal for keeping the cropped hair 
Write for Samples and Prices short. The daintiness and light jf 


weight of these clippers always at- 
tract women customers. 


Remember Priest quality and 
service are back of every clipper 


AMERICAN SHEARER MFG. CO. | 
NASHUA, N. H. 


= - 
"THE TOBE WITH A_ SENSIBLE G a 
— 7 A 















































The Right Start for | 
the New Year 
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If someone wants to give you something for nothing...... hesitate 





ZION SI MPLEX_ BOOKS 


1807 Valentine Rd. St. Louis. ..425 Chemical Bldg. Canada $2.75 


7, | O N INSTITUTIONS SUPERTRON MFG. CO., INC. Hoboken, New Jersey 
Boport Department, 220 Broadway, New York City. 


and INDUSTRIES SUPERTRON 


Office Supply Dept. Zion, Ill. 
A _SERLAL NUMBER GUARANTEE | 


If someone wants to sell you something too cheap........ hesitate 
f If someone wants to sell you a radio tube—with an unlimited a 
i Fl O - D li - ——— a pong — of ee eeesees men sae . 
— s reasonably guarantee tube serial num ered 
| at pening up icating —identified by a guarantee certificate, for your protection—for 
| Of course you want to simplify your business and save time, your satisfaction, 
work and trouble during the coming year. You can do so with uy Safe—Buy Supertrons- 
: Simplex Duplicating Record Books. Now is the best time tu Branch ay 
; get them and start keeping your records the easy way wheu Atlanta, ar 1641 Stout St. 
; the mew year begins. Georgia Savings Bank Bldg. Degas. ++». 293 South Elmwood 
These handy Simplex Duplicating Records give you a complete, Dalias...2006% Commerce 8t. Boston........ 99 Bedford St. 
positive check on every business transaction. Thousands of Peiladelphia. ‘= No. 4th St. Omaha, Ned., 
business men are using them. You can get them in over 40 a . -53 W. Jackson Bivd, ae Securities Bldg. 
i different forms for every business purpose—Receipt Books, burgh, 1 Res Bl Los Angel 
; Order, Receiving, Remittance Books and others. See them at Detroit 714 Lefe athe rng “sa08 oe Bivd. 
your dealer's today and get started right for the new year. Minneapolis 229 rh 4th aC Portland. ..... 7 Forest Ave. All T 
f If you prefer special forms, write us direct. Kansas Rey, ; Toledo.. PE A Bldg. 2 
; 
) 





Wilbur Glenn Voliva 
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Sell the Best 
HARDWARE 





























e) eee rf eee 
4 For Hard-wear 
For more than 48 years 
Ke {onees, Bommer Spring Hinges have 
maintained their leadership and 
Ke] proven their superiority over all 
yy = | others. 
— =s They have kept pace with the 





times, because they have been 
kept hn ae = = inom whenever 


Hloknrlirts 


7 . 
(Reg. U. S. Patent Office) 
. 
~~, 
‘ a tp s dill, 
5 E P W ~ 
whl .? . ~ ™ ‘ 3 
.& ~~ Os, 
ae - DS an 
4 hel , Bear, Oe tae Paes 
a ‘4 4 , ‘* 
>> 4 * 4 
. . AxY P ee ~* v 
ae SO 
; ‘ ~~ 4 a f , "4 r> i 
~ 
. et >>. . Ps a - ro 
* " fa “ a ‘ 
. Pp 
~~ 
a é 
nue 





SPRING HINGES 


ARE THE BEST 


Replenish your stock with Bommer. 
They are in universal demand—are 
quickest to sell—easiest to apply and 
the most satisfactory spring hinges 








Your Jobber handles them. 
Send for New Catalog 47. It is a 











big help in ordering. Catalog and ‘asec Gladly on Request 
Bommer Spring Hinge Company CONTINENTAL WOOD SCREW CO. 





Manufacturers BROOKLYN, N. Y. New Bedford, Massachusetts, U. S. A. 
































There are so many 








Build 
Business 
with Ney 


Whenyourcustomer 

tells you about the 

service he got from 

a Ney taachion. on can confidently é 
romise him equally fine service from a d h d 

Re y Stall, Litter Carrier or sin ie ork. For an S LOW Case oors 

every producti in the complete Ney line of - 

Dairy Equipment and Haying Tools - 

is a booster for its brother products. 

That’s a sales point of definitevalue. It means 

that every Ney user in your territory is a 

— for more business--every buyer a 

ture sales possibility. 

Satisfied customers mean repeat business-- 

repeat business means steady profits-- 

—— ae a mean bigger business and still t ~ 
sgger pro of catches to suit all 


Build your business with a line that has 
surviv test of 46 years experience, 


The NEY MANUFACTURING Co. 


pre... of aie yo Equipment 
and Haying range 

including stanchions, stalls, pens, litter carriers 

water bowls, hay carriers, ha oa 5 “pulleys hay 

knives , barndoor hange meand kardwar pecialties 


sizes and types of 





cabinet, cupboard 


made, we have to 





make a large variety 





requirements. 





Ohio 


CANTON, 
Minneapolis, Minn. + Council Bluffs, Ia. Tell us what you need and 


we can. satisfy you either 
as to size, style, quality, 
quantity or cost. Samples? 
Of course! 


7) é ty = I | Nd i a ; 
ae | C.L. FROST & SON 
— era Hardware Specialty Manufacturers 


Grand Rapids, Mich. 
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PUT IT ACROSS 
The Counter 


A flux is an essential for any soldering 
job, yet most customers have to be reminded 


of it. 


Without a flux any soldering job is bound 
to be a failure. 


NOKORODE in convenient packages is the 



























U. 8S. & For. Reg. 








key to soldering satisfaction. 


The M. W. Dunton Co. Our sales proposition carries a real profit to the 
670 Eddy Street, Providence, R. I., U. S. A. dealer. 








MEASURING The Best Ever “Envinted” 
TAPES ¢. 






KS 


i, 





Sen Francicce, Galé.. 4-19-1923. 


“IT have used your make of Saw Sets for years— 
have 3 now of the Apex Special & I Brake the 
together with the unusual Lower Lever on One of them so send me a New 
qualities of K & E Measuring One i am a Carpenter & a floor Layer two so i 
Tapes is a combination that keep 2 sets & Kits of tools & a set of tools is 
never fails to sell. not Complete without a Morrill Apex Saw Set in 

} it i think the Best Set ever was envinted & it is 
Here is a real source of profit far superior to any make on the market & will be 


for every hardware dealer. , 









HIS attractive display tray 


for some time.’ 


Our “Endfastener” (Pat. Appling et Not very grammatical, perhaps, but it is right from 
as furnished with our — the heart which is more important. 


Tape is a new valuable improvement 
that makes, sale after sale. Write for All of our products are illustrated in your issue 


a of Hardware Buyers Catalog and Directory. Look 
for them and order through your jobber. 


KEUFFEL & ESSER CO. 
CHAS. MORRILL, Inc. 


WEW YORK, 127 Futon Street, General Office and Factories, HOBOKEN, §. 8.) 


CHICAGO ST.LOUIS SANFRANCISCO MONTREAL 
ea na tte Se 102 Lafayette St., New York, N. Y. 


Crewing Materials, Mathematical and Surveying Instruments, Measuring 7 apey 




















“YANKEE” RADIO DRILL NO. 1431 


Specially Designed for Radio Work 
A beautifully balanced, small, powerful 
drill. Geared 4 to 1 for speed. Has a 
special Radio Chuck 9/32” capacity, to 
take the largest drill points usually fur- 
nished with the Radio Drill Sets. Length 
over all 9%". Weight 1% Ibs. 
This drill displayed in your window on the special display box will appeal 
instantly to Radio Fans and any other lovers of high grade tools. The 
beautiful finish and high class workmanship, combined with the 
*““YANKEE” quality, will sell it to all tool lovers at all seasons of 


the year. 
Your Jobber can supply 


NORTH BROS. MFG. CO. Philadelphia, Pa. 
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Stetson’s Combination Cushion Chair Tips are made from 
selected sole leather. The chair is able to move about freely with- 
out noise or scratching the floor. The felt washer acts as a 
cushion. This line is only one of our big sellers. Write for 
catalog. 








Elastic Tip Co. 
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“ADJUSTA” 
WRENCH 


This new wrench fits all 
shapes of nuts and covers 
95% of all uses of a 
wrench. 


Will handle 90% of all 


In the Wrench 


Coes Wrenches come to 
you in plain packages. 


The value goes into the 
wrench where it rightly 
belongs—not in the con- 





exposed nuts on all makes 
of automobiles. 


Retails at 
$1.00 


West of Denver $1.25 
Canada $1.50 


Length 8 ins. Weight 13 ozs. 
Made of cold rolled steel case- 
hardened. Adjustable with 
thumb or forefinger to 1/32nd 
of an inc 

Masters 24 sizes of hex. nuts 
and 8 sizes of square nuts from 
3/16 to 1% ins. Cannot slip. 
If unable to obtain this wrench 
from your jobber, we will ship 
direct at dealer prices. Sample 
sent to rated dealers. 


Roosevelt Mfg. Co. 


tainer which is thrown 
away when the wrenches 
are unpacked. 


Your Jobber will supply 
you. 


Coes Wrench Co. 


Worcester Mass. 


“In business sirtce 1841” 






Selling Agents 














d. cs 3g fee 29 Murray Street, New York 
53 West Jackson Blvd. N H. GRAHAM & CO..... 113 Chambers St., New York 
Chicago Il. FENWICK OFRERES beet ea 8 Rue de Rogroy, Paris, France 














Growing demand tor 


Ww. ROSE Tools 


is the result of our use of choice ma- 
terial and skill. 


Wm. Rose & Bros., °*"P:.""" 


Selling Agents 


Wiebusch & Hilger, Ltd. 
New York 








No. 1111—6 inches Wide Heel Cut Back 
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“COLD HANDLE” FRY PANS AND SKILLETS 












ce Made in the “L. & G.” 
QUALITY, both in FIN- 
ISH and WEIGHT. Or- 
der a Sample Line and be 


convinced. 


LALANCE & GROSJEAN MFG. CO. ; 
NEW YORK CHICAGO BOSTON 



































Wood Screws 
: Machine Screws 
¥ é Cap Screws 
oe | Set Screws 
. IT Stove Bolts 
Proved Best by | Sink Bolts 
is 4 Hanger Bolts 
fF ‘eu 
Actual Test : = Nuts 
x i Rivets 
: wi Burrs 
Tremont Hardened Steel Cut Nails x wi ee 
are cat from high carbon steel that ' rw Specialties 
by actual laboratory test contains an ye 
exceedingly small percentage of im- 1 7 s- 
purities. his metal is rust resisting = 4 
to a remarkable degree and will not : 4 
bend, crack or twist while being = . ey 
driven. Ad =} 
Tremont Nails are scientifically de- | : 
signed to shear their way into the / = 
wood in a manner that insures a 7 -# < 
strong, permanent grip. They are re- | A re _" 
markable for their strength of head, A — — : 
an important feature in the con- 7 — Bi) @ 
sideration of the quality of cut nails. | tA —¥ - = 
these mechanical superiorities 7 a = =% 
make admirable selling arguments ‘se = — 
and in the actual use of the nails ia { ‘ = = 
themselves assures the customer Wr HL + 
satisfaction that is so necessary to 
the welfare of your store. 
Se the Svement Brend Every individual unit must meet Reed & Prince standards of a 
° quality and accuracy. Whether finished plain, blued, nickel, 
Tremont Nail Company brass, copper-plated, sherardized or hot-galvanized, it may be 
205 Lincoln St., Boston selected with the utmost confidence . 
rere A 
REED & PRINCE MFG.CO, i 
WORCESTER, MASS,U.S.A. 

















WESTERN BRANCH arCHICAGO- 17] NORTH JEFFERSON ST. 









REVOLVING A. orch For 
CABINETS : [;— js. 


Hardware stores, dealers in 
auto supplies and garage 
owners |! these cabinets. 


They prevent mixing of bolts 
or screws. 


Large capacity. Small space. 


Many sizes. Send for Cata- 
log and Price List. 


_ Your Jobber will supply you. 


Screw Case Co. Geo. W. Diener Mfg. Co. 
Dayton, Ohio 400 N. Monticello A ve., Chicago, Lil. 


' 
| 























December 3, 1925 





>| 
Don’t— 
Pass Up This 
Seller 





A sidewalk ice 
chopper made just 
like our high grade 
tools — tool steel 
edge. Many cities 
are furnishing 
them to street 
gangs. Boards of 
Education are buy- 
ing them. Why 
not get this busi- 
ness for yourself? 

Two sizes, light 
and heavy. 


Write for our Car- 
penters’ Catalogue. 


The L. & I. J. White Co. 
125 Columbia St., Buffalo, N. Y. 

















NOW— 


is the time to stock for your requirements 
on CORN SHELLERS. 

This year will see the largest corn crop in 
years. By al] means place your order 


NOW to meet the demand. 
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The R & H Sheller is guaranteed and we will 
replace any breakages 


FREE OF CHARGE 


Write for catalog showing complete line Hand 


Corn Shellers and Grist Mills. 
THE FATE-ROOT-HEATH Co. 


Plymouth, Ohio 
BALTIMORE, MD., OFFICE—400 WEST LOMBARD ST. 
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Holiday Goods 


An increasing number of 


Anchor Brand Clothes Wringers 


are purchased each year during December by 
the large class of careful folks who 


“GIVE SOMETHING USEFUL!” 
Try a Christmas Display—It Pays 


Lovell Manufacturing Co., Erie, Pa. 
Largest Manufacturers of Clothes Wringers in the W orld 


Warehouses and Sales Offices 
CHICAGO NEW YORK 
62 E. Lake St. 86 Warren St. 


BOSTON 
52 Pearl St. 


Smaller Inventory 


More Prof its— 


That’s what the new Heller 


book tells you—how you 
can use Heller service to make 
No guess-work. 





larger profits. 
No theory. Experience speaks— 
the experience gained by 34 
years in the hardware field. 


Carry less ‘stock—put it out 
where it can sell itself—that's 
what the Heller system will do 


for you. 











FREE! ! 


ten minutes—you won't get through thinking about 


You can read our new book in 


what it says in ten years. Practical! Helpful! ! 
Interesting! |! | 


Write for ‘‘The Heller System of Larger Profits.”” It’s NEW! 
It’s FREE! ! Write to-day!! Use coupon. 


W. C. HELLER & COMPANY 
767 Bryant St., Montpelier, Ohio 
20 Vesey St., New York City 


-—<—“—8— ae = « « ee eee es ee ee ae ee ee ee 


W. C. HELLER & CO., Montpelier, Ohio 29A 
Please send the new book, “‘The Heller System of Larger 
Profits.” 

PE 0 065606 SSS ee CONC SN CONS UTS EH OWETS TES CRCEERUES 
PN cenin 6 eatpinehekes daca d «ek Re wbw iss dimawe 
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BIG PROFITS FOR 
YOU, MR. JOBBER 


If You Handle Our Well-Known 
STAR HEEL PLATES 


They 


Sell Made in 
and Seven 
Sell Sizes 


and No. 0 to 6 


Sell 





Pieneer Brand 


Write for Catalog No. 15 


STAR HEEL PLATE CO. 


LOUIS SACKS, Ine. 


357-391 Wilson Ave. Newark, N. J. 
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The large Acme factory and our many 
years experience in learning how to 
properly design, and select the most 
suitable material for Hand Planters 
and Sprayers, make our facilities un- 
matched for supplying the kind of tools 
that bring business and hold trade. 


Make Steady Patrons 
Every ACME Tool is inspected, tested 
and guaranteed. You can say to your 
customer: “If it isn’t all right, bring 
it back.” We protect ACME dealers 
in making good this guarantee. Thou- 
sands of farmers know and respect the 
ACME line. 


Dealer Sales Helps 
In addition to our yearly advertising 
campaign in leading farm papers, we 
supply our dealers free with attractive 
booklets, window signs and electros 
for local : newspaper advertising. 






















A Complete Line from One House 
No shopping around. Stock easily and 
quickly replenished from one jobber con- 
veniently near you. Faster turnover on a 
smaller investment—larger profits. Write 
for complete dealer plan and name of 
nearest job 













Traverse City, Mich. 


Potato Implement Co., Dept. 11 


- 
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Smashing through competition until 
it has become the fastest selling 
line of juvenile vehicles on the mar- 





















ket—that’s the distinction now belo: 1B 
ing to the Toledo Blue Streak Line! 
All sales and production records have 


Factory working day 


Better quality 


been smashed. 
and night. And the reason? 
at lower price! 


Autes 
Coaster Wagons 
Express Wagons 









Tov Wagons ASK YOUR JOBBER 
Veloci pedes —or our nearest representative to show you 
nea the line, or send direct for fully illustrated 
Hand nol color catalog. 

| 
Doll Cabs THE TOLEDO METAL 






WHEEL CO. 


TOLEDO, OHIO 
Established 1887 





BLue STREAK 


: 4 vetete yen ets We tatats 
te BR BR Se ee Me cece ice inane 
te sth .2ee eet Ot 


oto teiretelerstects tt stetete SEES SESE rao SES pera ee SS cht tet Pee 
Pee PePererere th St Se ee bee he PE PEPE Pere rSIEES” §=—_ oP ESD Cheer LPereS OPeeaee bee tbe rere 
retesriessas gee Sesto sadeceres 


KITCHEN pele] a— 


‘*NO-CHIP’”’ WHITE ENAMELED HANDLES 


NEITHER 
aaau 
CHIP 
NOR 
CRACK 


No 0140 No 099 


No. 095 3 0132 


ASK FOR 
SAMPLES 


‘Merchandise of Distinction’’ 


VAUGHAN'S gee ge 


- 


~ er ys 
No. 1008 ““=" 


COMBINATION CAN OPENER, BOTTLE OPENER, CORK SCREW 


VAUGHAN NOVELTY MFG. CO. 


3213-27 Carroll Ave 
CHICAGO 
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Double Acting Office Rail Gate 
Floor Check No. 10 and 15. 








wy 
> 


Ho ida sho shoppers| 
will like this — ‘ 
Crescent lool counter™ 


— 
xy? 
2s. * 






This check was especially designed for Gates in 
Office Railings, Pantry Doors, etc.; it brings the 
Gates quietly to rest at center without any of that 


Lay out your holiday array of Crescent Wrenches, nerve wrecking “Flip-Flap.” | . 

Pliers and Crescent Kits with the greeting cards Can be furnished either with or without AUTO- 
exposed. The cheerful, friendly little verses will MATIC DOOR HOLDER. When opened to 90 
sell a lot of customers who might not otherwise degrees it automatically holds the door in that posi- 
think of tools as interesting gifts. tion so that no extra holder is needed. 

CRESCENT TOOL COMPANY Circular upon request. 
i — & £ 
204 Harrison Street Jamestown THE OSCAR C. RIXSON CO. 


Originators of the Crescent Wrench 


CRESCENT TOOLS 


a eo 7 DROP FORGED WELDLESS | - 


EYE BOLTS 


ROLLED THREAD 
GALVANIZED OR PLAIN 


4450 CARROLL AVE. CHICAGO, ILLINOIS 
NEW YORK OFFICE, 10! PARK AVE., N. Y. 
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4" Diam. with Eye 76° Inside 





, eo a ae ‘ 

Better | eo «=» ioe 
Machine Screws 

for the Quick Shipment 
Hardware Trade : 

Oliver Iron and Steel Corp. 
HARVEY HUBBELL 1001 Muriel St. 
eer Ge amcon PITTSBURGH, PA. 


Ae vous. N.Y. 
v cou ey 


ESTABLISHED 1863 
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= YES! the No. 144 is a GOOD ' H. 
The Keystone “Soc-Kit,"’ with seven different size auto RON LAG ¢ While we a Mein Torches, eyes 
sockets, a screw driver and an 8” hex. steel handle, is a 7H.G-C 9 lieve the No. 144 to be better than any 
good selling Christmas item. Lal tool made by our competitors. A glance 
. ; P “EERE ICH . will show you that it is the product of 
Autoists, Mechanics and Motorcycle Repair Men are all : tin 0 skilled mechanics, We warrant it to 
prospects. “Keystone Quality."" Send for discount. Sots please. Ask for circular T-135—it’s free 
— and will save your dollars. 
The Keystone Manufacturing Co. ——— Jobbers supply at factory price. 

Sales Representatives—Surpless, Dunn & Co. — Clayton & Lambert Mfg. Co. 

: New York Buffalo, N. Y. Chicago Ask for latest price 6275 Beaubien St.,. DETROIT, MICH. 























This illustration shows, unassembled, one of the many styles of 
eaves trough hangers made by us which may be adjusted every 
_ eighth of an 
inch for 
drainage in 
the gutter. 
These hangers are 
widely used througbhb- 
out the United States. 


ROOF GUTTER SUPPORTS Black and Galvanized 
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TIN AND TERNE PLATES 


We manufacture SHEET AND TIN MILL PRODUCTS for all pur- 
poses — American Bessemer, an 
American Open Hearth Stee! Sheets, 
KeystoneCopper Steel rust-resisting 
Sheets, Apollo Galvanized Sheets, 
~ Formed Roofing and Siding Products, 
Culvert and Flume Stock. Sheets for 
Ma Special Purposes, Roofing Tin Plates. 
Wa Bright Tin Plate, Black Plate, Etc. 






Write for catalog No. 
27, which also illus- 
trates and describes 
conductor hooks and ©] ead 
fasteners. 





Sey 


=e ekelezekeiesc 














Free sample gladwy 
furnished. 


L. D. BERGER COMPANY aa ee 


, ; AMERICAN SHEET AND 
51 N. 2d St., Philadelphia, Pa. | Send for booklets and weight cards— valuable to hardware merchants. 
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LLook for the full name 


Russell Jennings 


) ; 
stamped on the round of ou 








Auger Bits 
selling to mail order houses. Specify UINE IWAN Auger, Invineibi 
and 
IWAN BROS., Mfrs., SOUTH BEND, IND. Chester, Conn. 


PRIVATE BRAND Post Hole Diggers Are Not The original double twist auger bit, patented by 
Digger, Eureka Digger, Perfection (Atias) Digger, Hercules Digger 
Cash-In NOW On- 
) Nationally Advertised 














IWAN Tools Mr. Russell Jennings in 1855 
We de not make private brands fer _ 2 obber, nor compete with you 7 
vane Seo complete IWAN line, page 229 Hardware Buyers catalog Russell Jennings Mfg. Co. 
INDOOR LINES 
The Soldering AND REELS 





P that has 
erage BLUEBIRD Indoor Clothes 
mAll r satished cus- — regan are selling like 
‘ 10tcakes. Every housewife 
B oe cae tomers for over needs one. They sell them- 
23 years. selves quickly—and show you 
a big profit. Order Bluebirds 
from your jokber today—or Bluebird Indoor Clothes 
Sample free. write to us direct immediately. ae 7 aeus ten sae 


BURNLEY BATTERY & MFG. CO. “Useful and beautiful Christmas gifts.” 
NORTH EAST, PENN. PATENT NOVELTY CO., Fulton, Ill. 
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Harry knows 
he can swear by 


> Sie ~ #Winslow’s 
Skates YOU can make many 

more ‘swear’ by 

Winslow’s this win- 

ter if your stock is 

complete. 

We'll help you out 


i 
4 . 
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; > oes WILDS’ 
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Serew Plate Sets 
‘“‘The Line That Keeps Moving’”’ 
It takes steam to make 0 a ‘‘Go”’ and it takes more than good 
materials to keep tools movi 


We've built “‘Go’’ as well as "Suality into the complete line of ‘ ‘Threadwell” 
Get the Catalog. 


The Samuel Winslow 
Skate Mfg. Co., 
Worcester, Mass. 





CONFIDENT 
HARRY 


The THREADWELL TOOL CO., Greenfield, Mass. : 
Offices : LIKES ‘ New York Sales Office 
Row York City Puiledeiphis Chicago Cleveland San Francisco WINSLOW S & Stockroom, 
96 Broa 34 Warren St. 





Broadway 809 Harrison 300 Wrigley 135 St. Clair 604 Mission St 
Bldg. Bldg. Ave. N.E. 














| Osborne High Grade Punches | 





TRADE - MARK 





Arch Prmehies SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Belt Punches 


Spring Punches Revolving Punches 
A varied and attractive line for the Hardware Trade. Also: Leather : SASH 'OFe)°30) 


Workers’, Trimmers’ and Upholsterers’ and Plumbers’ Tools of superior 


quality. SAMSON SPOT, PHOENIX, and SACHEM BRANDS 


sol ou Ge will please your customers, as well as our famous Round Clothes Lines, Masons’ Lines, Shade Cord 

Oval ' ; ; 2 

Remember we have had 99 years of successful manufacturing experience, Awning Line, Dumb Waiter Rope, etc. 

employ only skilled workmen and use the finest quality of materials ip Send for catalog and samples 

making our pr ducts. 

ano tant back of every tool we make. Try us. Write for Catalog BRAIDED CORDS - COTTON TWINES 
ces. 


©. S. OSBORNE & CO., pew ARE. N. J. 
ESTARIE ISHED 182 


— ee _- 


Safe Blotorches ‘Cost No More NATIONAL LEVELS 
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The Turner No. 45 is absolutely safe. Its 
patented Automatic Safety Valve prevents bursting 


pressure. 


Perfect gasification—whether kerosene or gaso- 
line is used—is insured by its patented Burner 
Raffle and heater plug. Separate Needle Valve 
Control eliminates orifice trouble. The polished 
Brass Tank has but one opening and that above 
fuel line. No leaks from numerous soldered con- 
nections. Pistol Grip Handle comfortably fits any 
hand. FEARLESSLY GU 
Order from your jobber—write us for new catalog. 


For a real good firepot use Turner No. 66. 


[HE TURNER een ie 
f Edgewood Ave., Sycamore, II! Y , Same 


The World’s Largest Exclusive Manufacturers of 
Blotorches, Firepots, Brazers. 






PERFECT—CORRECT—TRUE 


Our levels are manufactured by highly skilled me- 
chanics, and the best of material used. 

All levels are guaranteed against warping. 

Write us for our latest catalog and price list. 


NATIONAL LEVEL MFG. CO. 


6197 FIELD AVE. DETROIT, MICH. 

















ae PAINE STOVE BOLTS 


, H. B. Ives Co. anoint: = | lig’ Chpaastil the Rest 


One hundred bolts and nuts 
in a strong, substantial box. 
In bulk if you wish. 

Prompt deliveries. 








thee Haven, Conn. 
U. S. A. 


Established 1876 
Incorporated 1900 





Sold to jobbers only. 


Samples and discounts on request 
No charge. 


THE PAINE COMPANY 


2949 Carroll Avenue, Chicago, III. 
33 Warren Street, New York, N. Y. 


Manufacturers 
BUILDERS’ HARDWARE 
HIGH GRADE WINDOW AND DOOR 
SPECIALTIES 


WRITE FOR ILLUSTRATED FOLDER . 
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100% Usable 


There’s not a “Speck” of waste 
in tinning soldering irons with 


Solid Sal Ammoniac. Being 
100% usable makes it 
entirely economical.. Send 
for prices. 


SPECIAL CHEMICALS CO. 
Highland Park, IIl. 














Original House Established in 1850 

RED X BRAND 
Friction Tape, Rubber Tape and 

White Mason Tape 
Force-O, the Peerless Fuel Invigorator 
3 in 1 Cement Auto Metal and 
Patching Cement 
Vuleanizing Cement Top and Cushion 
Relining Cement Dressing 
Channel Cement Neatsfoot Oil Solu- 
P. B. & B. Cement tion 
Bicycle Rubber Carbon Remover 
Cement Penetrating Oil 
Wood Rim Cement Radiator Seal Com 
Pl Tight ae tl Patching 
uick Repair Solu- u 
. on Patching Cement 
Air-Tight Solution Tire Fluid 
for Bicycle Tires Gasket Shellac 
and Soap 


Hard Tire Cement . 
Auto Body Polish And Many Others 
Catalogues and Samples on Request 


ST. LOUIS RUBBER CEMENT CO., 3951-53 Laclede Ave., St. Louis, Me. 














Increasingly Popular! 


ee Craffco ae 


GLASS PUSHPINS 


Who wouldn’t prefer a pushpin that stands head and shoulders 
above the common kind, in quality, in strength, in service- 
ability? Just note the extra-large dome flange of Graffco push 
pins; it assures exceptional strength where exceptional strength 
is vitel. Write us for free samples and you'll note other sales 
getting features, too. (Our offer includes a neat Display Case, 


free.) 
GRAFF-UNDERWOOD CO. 


Sole Mfre., Graffco Vise Signals, Vise Clips, Vise Index Tabe 
20 Beacon St., Somerville, Boston 42, Mass. 











IDEAL LINE 
ROLLING STEP LADDERS 














LOORS 
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F &N 
Self-Adjusting 


BALL BEARING 


LAWN MOWERS 


Always in Adjustment Without Tools, Care or Atten- 
tion. If Your Jobber Cannot Supply You— Write Us 


The F & N LAWN MOWER CO. 


RICHMOND, IND. 












Triple the 


Industr 
by 1931 


Waste — Mops — Wicking 
Cleaning Cloths 
Caulking Cotton — Chemical Cotton 
Bend for samples and prices 


MASSASOIT MANUFACTURING CO. 
Fall River, Mass. U. 8S. A. 
Ae nnn 


New York Office ~ - ~ ~ 350 Broadway 
Chicage Office - - ~ 189 West Madison St. 

















There is a 


Burroughs Machine 


for every figure job 
in every business 


Burroughs Adding Machine Company 
Detroit, Michigan 














Better Original Entry Systems Stop 
Your Loss of Pro 

Let Amsaboco Products help you—made by Amer- 

ican Sales Book Co., Ltd., the largest manufac- 

turer in the world of sales check books end other 

profit saving systems. Write today for informa- 

tion with no obligation. 


American Sales Book Company, umieé Elmira, New York 


Rranch Officea in all large citiea 
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Make Holiday Show Cards Sell Goods 


Nothing will attract 
quicker attention to 
holiday goods_ than 
neatly lettered Signs, 
Price Cards and 
Streamers. Your 
clerk can make them 
all with a National 
Show Card 
Writer and 
save your 
money. 











Write for 
Folder and 
Prices. 


National Sign Stencil Co. 3602, University Ave. 











i In Christmas Packages 


Diamond 988 
Pitching 
Horseshoes 


Something new and attractive for 
Christmas Gifts. Put up in pairs, 
with Official Rules, in green boxes 
banded with red and sealed with a 
bright Christmas seal. Seals and 
bands easily torn off leaving regular 
package, very salable after Christ- 
mas. 


Diamond Shoes are drop-forged 
steel that will not chip or break. 
Conform to Official Regulations. 

DIAMOND CALK HORSESHOE COMPANY 
mw 4622 Grand Avenue Duluth, Minn., U. S. A. 
ew 
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COMBINATION 
SOLDERING AND TINNING FLUX 


It’s easier and more profitable to sell the 
best known products. Ruby fluid is preferred 
because it is non-corrosive, non-explosive and 
non-injurious. It is used everywhere. 


Order from your jobber or write to 


The RUBY CHEMICAL COMPANY 
68 McDowell St. Columbus, Ohio 





Free Sample 

and our latest 

prices sent on 
request. 














$100 Reward to Anyone Who Knows of a Machine 


BEISSER KEY MACHINE 


That Can Cut ALL Types of Keys Complete 
Eliminate hand filing and cut bitted and double-bitted keys 
as well as all other types including first keys in one minute with 
a Beisser Key Machine. Install a key department and add profits 


to your store. No skilled labor required. 
, Make first keys with- 
out taking locks 





Write 
today! 


Beisser Key 
Machine Co. 


407 East 
Fort St., 
Dept. H 
Detroit, 

Mich. 

















In 10c packets your customers want | 


4 Sizes Advertised for 
No. 24—10 in Pkt. 25 Years 
No. 25— 6 in Pkt. Great Demand 
No. 27— 3 in Pkt. Good Profit 
No. 28— 2 in Pkt. Attractive 


24 packets to a carton Counter Displays 





















Moore Moore 
Push-Pins ~~ Push-less Hangers 
(Glass Heads-Steel Points) ‘‘ The Hanger with the Twist’’ 


To “Hang Up Things” in Homes, 
Offices and Schools. Ask your Jobber. 


Moore Push-Pin Co. (,¥** ) Philadelphia, Pa. 
— Genction,) Iph . 











CUSHIC 
TIRE 
STORE LADDERS 


Insure perfect shelf service for any line of mer- 
chandise. Deep tread steps, properly spaced, with | 
convenient full length handholds on both sides of 
ladder permit mounting or descending with ease. 
Both hands free to remove or replace stock without 
danger of ae. Cushioned Tired Trolley and 
Truck eels eliminate noise and prevent vibra- ; 
tion. Erection as simple as A, B, C. Utilize 
small space. Make top shelves safely «© 9 0 


i: 
" 
B- 


auunn’ 


aa 
— | | 


ad 
a! 
—) | | 


I 
[ 
| 
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available for stock purposes. One 
style—neat of design—nicely 
finished—any height ceil- 

Thousands in 





A Faster Selling Mop Offers More 
Profit 


and Quicker Turnover— 


Convince yourself by sell- 
ing SQUEEZ-EZY. The 
mop that wrings by a twist 
of the handle. Keeps hands 
out of water. Saves time 
and back-bending. 


SQUEEZ-EZY 
MOP CO., INC. 


New Orleans, La. 
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J 
In Big Demand 


at this time of year because it 
keeps feet dry and comfortable. 


_ TRADE MARK REG. 


Half Soles — Heels — Strips 


are furnished in black and 
for men, women and children. 
wear best leather 2 to 


nezt week) 


tan— 
Out- 


(See page advt. 


PANCO CO. Chelsea, Mass. 
\ Va 














| 
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BUSINESS OPPORTUNITIES 


FOR SALE—GENERAL HARDWARE, paints, housefurnishings and 
furniture; also fully equipped sheet met: al shop, in a good growing town 
in State of Washington. Population, 2,000; good surrounding country 
to draw from. Stock and tools inventory at $12, 000. Also will sell one- 
story concrete building and property 40 x 120. Address Box G-832, care 
of Harpware Ace, New York. 





FOR SALE—RETAIL AND WHOLESALE tordome: business ry 
lished and maintained by present owner for 30 years in a thriving New 
England city, trading population over 300,000. Exceptioral opportunity 
to purchase an up-to-date going concern at a low figure. Address Box 
(4-862, care of Harpware AGE, New York. 





SALES PROMOTION SERVICE—New stores completely arranged. 
Old stores brought up to date. Samples mounted. Retail advertising pre- 
pared. Special sales promoted and directed. Inventories taken. Stock 
“nage a M. M. GODSCHALK, 9070 206th St, Bellaire, L. I. Phone 
lo is e 





PATENT RIGHTS AND MACHINERY rm shears and scissors manu- 
facture. The patent improves the appearance and cuts labor in half, no 
heated metal required, a complete cold steel operation from beginning to 
end. Address Box G-855, care of Harpware Ace, New York. 











HELP WANTED 








WE WANT YOUNG MAN . 


Twenty-five to forty years of age, thoroughly reliable, 
good worker, and well posted on retail hardware, will- 
ing, if investigation warranted, to buy about $5,000 ir 
! stock of company and to assume direction of selling end 
in retail store. Business located in live New England 
town of about 3,000,-sales about $100,000 a year which 
) ean be considerably increased under proper direction. 
For right party there is future opportunity of controlling 
Connection to take effect February 1, 1926. 


New York. '! 


& ¢ Lea 


business. 
Address Box G-864. care of Harpware AGE, 


| 




















HELP WANTED 


L. ARGE HARDWARE STORE IN NEW YORK CITY requires one 
inside and one outside salesman. Good opportunity for right men. Write 
in detail. Address Box G-859, care of Harpware AcE, New York. 














STOCK MAN WANTED for industrial supply house in Brooklyn, N. Y. 
Experienced man needed at once. Give full particulars. Address Box 


G-834, care of Harpware Acg, New York. 





POSITIONS WANTED 


EMPLOYMENT WANTED. YOUNG MAN, with excellent knowledge 
of builders hardware, has done estimating from plans and specifications. 
Also has good knowledge of gencral hardware. Presently employed. Would 
like to make connection with hardware firm in or near New Jersey by 
January. Can furnish good references as to character and ability. Address 
Box G-865, care of Harpware Ace, New York. 








EXPERIENCED HARDWARE MAN, with twenty-three years’ experi- 
ence in retail hardware business in the East, familiar with mill supply and 
general hardware trade, available on short notice. For past nine years has 
held executive position. Address Box G-863, care of Harpware AGg, 


New York. 


SITUATION WANTED—HAVE YOU A PLACE in your sales or- 
ganization for a man with over 12 years’ selling experience which has 
developed an intimate acquaintance with the hardware jobbers and dealers 
in the territory within a 100 mile radius of Philadelphia? Address Box 
259, care of HARDWARE AGE, 1402 Widener Bldg., Philadelphia, Pa. 








WHAT HAVE YOU TO OFFER?—A young man with excellent record 
as a salesman, knows the jobbing and retail hardware trade in New En- 
gland, desires to connect with reputable organization who want to establish 
themselves in this district. Address Box XYZ, care of Harpware AcE, 
425 Park Square Building, Boston, Mass. 

MANAGER, SALES OR BRANCH—Young married man with fifteen 
years’ experience, successful sales and management record, wishes position 
January 1 as sales or branch manager with jobber or manufacturer. Best 
of references. Address Box G-860, care of HArpwAre Ace, New York. 


SALESMAN WITH SIX YEARS’ EXPERIENCE calling on wholesale 
and retail hardware and drug trade, is desirous of making connection with 
manufacturer or distributor. Best of references as to character and ability. 
Address Box G-861, care of HARDWARE AcE, New | York. 




















POSITION WANTED—YOUNG MAN 24 years of age with seven 
years’ experience in retail builders’ hardware field, desires position with 
a builders’ hardware manufacturer. Address Box G-841, care of Harp- 


WARE AGE, New York. 











SALESMEN-—FOR A COMPLETE LINE of 18 gauge utensils. Draw- 
ing account—better commissions. Twenty-four hours shipping service—no 
back orders regardless size of order—operate our own rolling mills and 
foundries. Men of utensil experience with the housefurnishing, depart- 
ment store and hardware trade. Can earn good money. Address Sales 
Manager, ALUMINUM PRODUCTS CO., La wnenreted Ill. 


SAL ESMEN—LARGE NEW YORK WHOLESALE ‘HARDWARE 
and Housefurnishing Goods house requires several men, experienced, 
with following, to call on New_York and Brooklyn Department Stores, 
Westchester ounty and New Jersey. Splendid opportunity. State ex- 
perience. Answers confidential. Address Box G-830, care of HarpDWarRE 


AcE, New York. 














HIGH CLASS MERCHANDISING MAN fully condi of managing 
retail hardware store of well established growing concern. Sales over 
750,000, including other departments. Attractive salary to right man 
with vision and foresight of constantly developing this department in a grow- 
ing community. State references, experience ~ salary desired. Address 
Box G-847, care of Harpware Ace, New York 








— oe — 


WANTED—YOUNG MAN, NOT OVER THIRTY: FIVE years of 
age, with knowledge of hardware business and known to wholesale trade in 
Alabama, Tennessee, Georgia, Louisiana, Mississippi and Florida to repre- 
sent established sales organization. Address, giving experience and refer- 
ence, Box G-858, care of Harpware AGE, New York. 





SALESMAN WANTED—Calling © hardware trade to sell our line of 
shingle brackets. Samples furnished free. Write for further informa- 
tion. Address NEWARK LADDER & BRACKET MFG. CO., 317 
Springfield Ave., Newark, N. 





ENAMELWARE AND ALUMINUM SALESMEN wanted to sell high 
grade lines direct to dealers. Good commission, also full commission on 
repeat orders. Give experience and territory fully in first letter. Address 
Box G-852, care of Harpware Ace, New York. 





‘SHIPPING CLERK WANTED—Man experienced in the hardware job- 
bing business wanted by New York jobber. Good opportunity for the right 
man. Underhill, Clinch & Co., 84 White Street, New York, N. Y. 


HUSTLING SALESMEN wanted to sell on liberal commission basis 
our papatee line of labor saving Magic Weeder Hoes to hardware trade. 
REI ARD MFG. CO., Bangor, Pa. 











I AM SEEKING AN OPPORTUNITY to learn the hardware business. 
Age 20, energetic hard worker, high school education, highest references, 
four years business experience. Address Box G-866, care of Harpware 
Ace, New York. 


‘ore ACCOUNTS WANTED 











SALESMAN WITH OFFICE DOWNTOWN. New York City, well 
acquainted wholesale and retail hardware and allied lines wishes to a 
sent manufacturer in Metropolitan territory (New York City, Brooklyn, 
Long Island, Newark, Jersey City, Paterson and adjacent territory.) 
Having sales force and office, I can offer you excellent representation and 
a New York office. Write stating outline of your proposition, E.U.W., 
Room 201, 53 Park Place, New York. 


SALES ACCOUNT WANTED—MANUFACTURERS’ REPRESEN- 
TATIVE with New York office and established trade calling upon whole- 
sale hardware, housefurn:shing, automobile, radio, exporters and 5 and 10 
cent store syndicates, desires correspondence from reliable manufacturer 
of hardware or kindred lines on commission basis for New York City 
territory. Address Box G-842, care of Harpware Acz, New York. 


ESTABLISHED MANUFACTURERS’ REPRESENTATIVE desires 
an additional high grade line, selling to the hardware jobbing and large 
retail trade in the States of Missouri, Kansas, Nebraska, Colorado, Iowa, 
Dakotas and Minnesota. Am well established and acquainted in this terri- 
tory, having covered it re ularly for a number of years. Address Box 
G-837, care of HARDWARE ew York. 


REPRESENTATIVE HANDLING THE LINE of a well known 
manufacturer with an established trade among the Hardware and Wooden- 
ware jobbers, department stores, hotel and janitor supply houses in the 
Metropolitan District, including Newark, ., desires to secure one 
additional line on a commission basis. References furnished. Address 
Box G-844, care of Harpware Acze, New York. 


SALES REPRESENTATIVES WANTED 


SALESMEN WANTED BY ESTABLISHED CONCERN manufactur- 
ing builders’ hardware. Have several good territories open for commission 
salesmen. Must have established trade and best connections with hard- 
ware trade. State experience, lines handled and territory covered. Ad- 
dress Dox G, 856, care of Harpware Ace, New York. 
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Classified Opportunities 





SALES REPRESENTATIVES WANTED 


WANTED—LIVE WIRE SIDE-LINE SALESMAN who will work 
calling on retail hardware trade, to represent large clock house, also 
Ingersoll Watches, on strictly commission basis for Southern States and 
others. Name territory traveling in. High grade reference required as 
to sales ability, character and experience. ive full particulars in first 
letter. INTERNATIONAL CLOCK & WATCH CO., 93 Federal St., 
Boston, Mass. 








MANUFACTURERS of full line household specialties want local repre- 
sentatives in all important cities to handle line on commission. Depart- 
ment houses, premium concerns, are all big users. State experience, lines 
handled and territory covered. We want none but those who can “make 
good.” For such our proposition is an excellent one. Address “S. H.,” 
care of HarpwarRE AcE, New York. 


MANUFACTURERS’ : 
throughout the United States. We manufacture a line of Patented Plaster 
Tools, Planes, Brass Goods. A real opportunity for the right men. “ae 
with full details of territory and lines now handled, also references. S. 
FINE MFG. COMPANY, Frankford Ave. and Ann St., Philadelphia, Pa. 





AGENTS WANTED TO REPRESENT us | 


| 


} 
| 





SALES REPRESENTATIVES WANTED 


MANUFACTURERS’ REPRESENTATIVES AND SALESMEN all- 
ing regularly on retail hardware dealers to sell highest quality sharpening 
stones and grinding wheels on liberal commission basis. he line that 
brings repeat orders. Also salesmen calling on Mill, Mine and Baceinery 
Supply dealers. A. GOODRICH, INC., 1500 W. Madison St., Chicago, III. 


SALESMEN WANTED (by manufacturers rated over $300,000.00 and 
in business over twenty-two years) to sell high grade, moderately priced 
line of aluminum cooking utensils to retail trade. Have choice territory 
open. Exclusive territory. Full commission paid weekly, —_"» - com- 
mission on mail orders. We give salesmen real cooperation and have a 
splendid proposition for the right men. Will only consider men who 
have made good in the selling field. State fully your selling experience 
one territory you cover. LEYSE ALUMINUM COMPANY, Kewaunee, 

isconsin. 


GOOD HARDWARE—MILL SUPPLY SALESMEN in a position to 
carry sidelines, can, with a little effort make real money with my articles. 
They are of value and quality, and are easy to carry and handle. Write 
advising qualifications; present connections; territory covered to M. ERNST, 
149 Church St., New York City. 

















FORSTNER BITS 


The Forstner Labor-Saving Auger 
arc of a circle and can be gui 






Fr ete TTT rE Treeeeenre 





THE PROGRESSIVE MFG. 


Bit, unlike other bits, is guided by its Circular Rim instead of its center, consequently it will bore any 
in any direction regardless of grain or knots, leaving a true polished surface. It is preferable 

expeditious than chisel, gouge, scroll-saw, or lathe tool combined for core- 
boxes, fine and delicate patterns, veneers, screen work, scall 
scroll twist columns, newels, ribbon moulding and mortising, etc. 


One of the Most Remarkable Tools for Wood 
Working Ever Invented for Brace and Machine 


and more 
oping, fancy 


TORRINGTON, CONN., U.S.A. 











Want a Good Hardware Salesman? 


The quickest way to locate one is through an ad 
in the “Classified Opportunities Section” of this 
paper. , 

it’s the place where good hardware salesmen look 
first for real opportunities. 











FOR CHRISTMAS! 22!” "3883.5" 

e Turner Products’ to 
your Christmas trade. Ideal gifts for Ford owners. 
and famous 2-in-! Tim- 
ing Unit packed in at- 
tractive Christmas 
boxes. 


TURNER MFG. CO. 
Dept. B, Kokomo, Ind. 


Timers 





) TIMING UNIT 


























The Improved 
Featherweight Ice Creeper 
Size No. 3 will fit lumber- 
man’s boot or man’s over- 
shoe. No. 2 fits es’ 
shoe or overshoe. No. 1 fits cuban 
. Retail at 50 cents per pair. 
R FROM YOUR JOBBER 


Charchill Mfg. Co., Inc., 287 Thorndike St., Lowell, Mass 











American Can 


American Can Company 





Oil, Molasses and 
Dairy Gates 
Perfection Pattern. 
Made in All Styles. 


Syracuse Stamping 
Cc 





oO. 
Syracuse, New York 























“They Have a 
Bull Dog-Grip” 


Manufactured by 
U. S. Clothes Pin Ce., Montpelier, Vt. 


Sales Dept. 
| 1015 Union Bank Bidg., Pittsburgh, Pa. 








J. L. THOMPSON MFG. CO. 
Waltham, Mass. 
Tubular and Bifurcated 


—eoevers— 





Taintor Positive Saw Set 


All steel. Fully 
Guaranteed. Send 
for Free Book. 


TAINTOR MFG. 
1183 Chambers St. 





co. 
N. Y. City 
















If it’s the best tool you can sell 


For Working Stone 
it’s ours 
Trow & Holden Co., Barre, Vt. 
» Send for catalogue 











ELEVATORS 
DUMBWAITERS 


Write for ow catalog 
Energy Elevator Co. 
211 New St. Philade!phia 








SCYTHES AXES | 


and 


Scythes since 1912. Axes since 1880. 


RIXFORD iiss 




















YERDON CAST 
BRASS HOSE BANDS 
give JUST THE SERVICE 
you want Hose Bands for 


m~ on All Hose Connections. 
A trial will convince. - 


WILLIAM YERDON, Sox 102, Fort Plain, N. Y. 








EastHighgate, Vt. | 
CARPENTER’S 
—CHALK— 
STANDARD CRAYON 


Danvers, Mass. 


CO. 
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L ivan Fanen, Sey STRA TTO Plain af <a in 
NOAA . (HOM: General Tron : H A N D L E S 
| AE ifnaseasat | *CHAIN-LINK. 








CHAIN-LINK For Small Tools, Utensils, Electrical Goods 
WIRE FENCE Enameling, both beked and air dried. 


THE STEWART IRON WORKS CO., =< OEP w-se PR STRATTON MFG. CO. Stratton, Maine 


“Red Devil” | | Robertson “Horse Shoe Magnet” Hammers 












































*‘Red Devil’’ Slip Joint 
Plier No. 1226—7 inch 
nickel-plated finish. 
















_- -_-—_ = 





The standard of excellence for the tack in ——— — SF 10: = 
over a quarter prone ee te a he Silver Medal a ——__ ae 
A hundred styles and sizes meet 
every requirement. Ask your jobber, at the Panama-Pacific Exposition. , 
or write— (the, highest Wenen or ee Met. 
SMITH & HEMENWAY CO., Ine. Name ag design trade marks registered Uv. 8. Pat. Of. 
Mfrs “Red Devil” Tools, ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 
117 “colt 8t., fsaiion, N. J, 

















NONE BETTER 
SOCKET WRENCH SETS 


NINE DIFFERENT SETS 
Catalog No. 8 AB Mailed Gratis 


ani pen co * 
“BUFFALO WIRE WORKS CO., INC. The New Britain Machine Company 


(FORMERLY SCHBEELER’S Ss Ss oe 2 e 
518 TERRACE UY FALO, N. Y. New Britain Connecticut 





| Beeo 


























Ping Counter*ore | BAND “IES NOX” saws- 





3% and! inch. By | QUALITY SERVICE 

The Conn Valley ay «(UNIFORMITY OISTINCTION 

= Mfg. Co. 33 “The Sooty in the Plaid Bar” 

A Labor Saving Tool oo 37 AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


. e o4 HACK SAWS - BAND SAWS — SCREW ORIVERS - GLASS CUTTERS 














‘SEYMOUR SMITH 


Self-Piercing Bull Rings. Made in all 
sizes of pure copper. Send for our 


THE FOWLER & UNION 
HORSE NAIL CO. 


HORSE SHOE NAILS mew descriptive catalogue. 
OF HIGHEST GRADE SEYMOUR SMITH & SON, Inc. 


of Oakville, Conn. 


Pleat 
1000 MILITARY RD., BUFFALO, N. Y. Sales Agents: John H. Graham & Co., 113 Chambers 8t., New York 




















SO BOSS The Improved Cow Hobble 


Selling fast wherever cows are 
milked. The So Boss Com- 
bination Hobble and Tail 
aol retails s = 75¢. _— 
Packed in individual cartons 







A MONEY-MAKING 
REICHARD WEEDERS 


The Magic Weeder With Spring-Tooth. 
Great Sales Appeal—Write. 



















ing oe Y--a a Ne. 
F. H. REICHARD MFG, CO. Jobbers tionally re MN al—Na- 


Bangor, Pa. 


Confidence in Efampion, Brand 


Tungsten Lamps is shown by 20,000 
retailers and 500 jobbers who sel] them. 


imonsen Iron Works 
Sioux Rapids, lowa 

















THE GENUINE 


HUNTERS SIFTER 


The Standard of the World Since 





CONSOLIDATED ELECTRIC 
LAMP CO. 1880 
DanVers, Mass. Imitated But The Fred J. Meyers Mfg. Co. 
= i 
ne SS ae Never Equalled Hamilton, Ohio 
































METAL WARE 


Sheet Steel 
Household 


a ‘= BLAIR 


a ee Sheet Steel = 
m.-— MATERIALS —E =) LAWN MOWERS 
Pat Your Needs ‘A Pat Your Needs 


up to Wheeling 








up to Wheeling | = air Mic C, i: atela Maes 
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INDEX TO ADVERTISERS 


THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. Every care wil] be taken te index correctly 


No allowance will be made for errors or failure to insert. 











A Graff-Underwood Co. eh a Bie de are lad a 126 a i Or  ecee 1 
iia Ma 112 Greenfield Se: Gey eee. SNS oka cosesess 7 Richards-Wilcox Mfg. Co. tt ee 61 
po Eg ai lo i 34 PAR ee ae ee ere 110 anc F sag he Cg AES ee es 129 
Aluminum Goods Mfg. Co. .............. 59 xson Co., Oscar C. .............++.. 123 
American Bolt & Screw Case Co a 120 H Robertson, Arthur R. ih a - de Sg aed & 6.8 66 66 6 130 
I CN aa 5 a6 cles 0 0 00% 129 Rome Manufacturing Co. ............... 31 
American Enameled Products Co eae ft lll Hart & Cooley Co., The PL ee re ie eee 97 Roosevelt Mfg. Co. “~—Yeerruriere Lea erreree 119 
SE i eer ee eiae een 103 Heller & Co., W. C. .....eeececceeceeees 121 Rose & Brothers, Wm. ................. 119 
American Sales Book Co. ...........+.-: 126 Hohner, Inc., M. ........0+0eeeeeeeeceee 93 Ruby Chemical Co. ................... 127 
American Saw & Mfg. Co.............-- 130 a) Mn oc cee cceeeben tie 123 i. 
Aapertonm Gasew Gis ocdcciccccsccccccces 69 Hunt, Helm, Ferris & Co. .............. 81 S 
American Shearer Mfg. Co............... 116 
American Sheet & Tin Plate Co...,..... 124 Sacks, Inc., Louis ........... 122 
American Steel & Wire Co. ............ 18 I St. Louis Rubber Cement Co. ........... 126 
American Stove Co. ......cccccccccccces 16-17 Indepemdemt Leck Coe. .....ccccccccccccs 115 Samson Cordage Works ..... : ier oaen 125 
American Wire Fabrics Corp. .......... 22-23 Indiana Steel & Wire Co. .............. 77 SES 83 
SD ek, an ctebe ser secéene 99 International Silver Co. ............00-. 2 Save the Surface Campaign ............ 126 
Armstrong A MA eit Co ns eae h aden ee 114 ee de bons Leas ope he.beeoees 125 I re 29 
BE GE Gin Be so eoaintevesséedens 5 I ee ac uemue ent 124 > ne ig IN MING 65 os cc cece cceses 134 
imonsen Iron Works .................. 130 
Smith & Hemenway Co., Inc. ........... 130 
B Smith & Son, Seymour abt eto sea 130 
: i "SS “* Seiaegeeeene 
Robes: Co. The w. w. tints oreenn tans ae Jennings Mfg. Co., Russell ............. 124 Special Chemicals Co. .................. 536 
Beisser Key Machine Co. in Aoi Nee 127 Sqeez-Ezy Mop Co. ...- ss eeeeeeeeees 127 
Mower Gis Tn Be cvescvecccsccvcvcccens 124 K a a Se Same CI ccs eeseee..-. 129 
Blair Mfg. Co. .........-eeeeeeeeeeeeees 130 I EE 6 bien kn ccéiwe dees ecsawenes's 19-20 omcoaane A Co. ae) Meee tee 4 
Bommer Spring Hinge Co. ............. 117 SE Oe OT 6 6 che cence cs ccseves 118 Sterling Wheelbarrow Co... £05 
Bowen Products Co. .............+--+-> 111 Megane TE CB. wi ceccscccccccccccces 124 Stewart I -nidesdbtesin sett asian 133 
Bid c ewa Ea ae 130 
a eee Ee Se a 1 ES IC Rs 106 Ce gieeb ee é 115 Stratton Manufacturing Co an 130 
rown arpe g. OS eae 65 ; Bec. ea ee 
Buffalo Wire Works Co., Inc. ........... 130 jen es EN cen sereeceeseaes 126 
Burnley Battery & Mfg. Rk a sas haba 124 L ee ae es ae ~ aia abana nals 116 
Burroughs Adding Machine Co. ........ 126 Ralumes & Groniaan Re: eee 120 — ee tereteéese 129 
rr rr ee ee hen ws edb aw eneae 121 
Ludlow-Saylor Wire Co. .......ccccccees 106 ¥ s 
e re cn coc anegntesceews se 114 Taintor Mfg. Co 
ake ee ee 87 ig: * stalled ait 129 
= earn ._o, DE 4b obec se cicese ees 113 M Fheaeens tithe Co. "ae. RE ete oo 
eney ae sts oc hmein 110 , 2 T eli lalallala 
Churchill Manufacturing Co. ............ 129 McKinney Manufacturing Co. .......... 36 Toledo well Tool Ce. Co ID pei sanlale kets a. 
Clayton & Lambert Mfg. Co. ........... 124 Marion’ Tool Works ..........-.+++++++: 105 Tremont Nail Co i alpaca pia = 
Cleveland Wire Spring Co. ............. 114 Massasoit Mfg. Co. ........-..s se eeeeese 126 Trow & Holden Co. ...............°°°°' bos 
— Gr See eae 119 Maydole Hammer Co., David ............ 6 Tubular Rivet & Stud Co. ........... ||, a 
Columbian Rope Co. ...............ee00: 63 Meyers, Fred J., Mfg. Co. .........+.+++- 130 Turner Brass Work <cdsulceeaehaaethn eid 
Congoleum-Nairn, Inc. ................. 75 Milwaukee Corrugating Co. ............. 132 Turner Mfg. Co “ie he a paeeaeniabiad = 
Connecticut Valley Mfg. Co. ............ 130 Moore Drop Forging Co. ............... 12 ee ee ee ee 129 
Consolidated Electric Lamp Co. ......... 130 Moore Te cede tss0 ne 06s 6086es 127 
Continental Screen Co., Nn an Wat eh wt : 11 Morrill, Inc., _ Chas. Ceoccccecrececscseceeeseece 118 U 
Continental Wood Screw Co. ............ 117 Murphy Varnish Co. ......--....++-+00+: 26 ’ 
Dass Bem GI, hc cecccccvcscccccses 115 Myers & Brother Co., F. E. ......... 108, 127 Union Hardware Co. .................. 12 
EN ee, wena 28 U. S. Clothes Pin Co. .................. 129 
re Se Ce, ceses wesc eereeneees 123 N , 
Cuno Engineering Corp. ..............+-- 103 
National Corben Go. . et a aig pend oe 113 V 
ationa i i Ts segarp ties oeee's 125 
D National Sign Stencil Co. .............. BR ~~ ny gy -Rageeeniee ‘all 
Dazey Churn & Mfg. Con «5 oo. 002 eo) eee ce | Vane 
ee me te: oa naa abn’ 117 sha aii te haart ahaa 15 
Dietz Co R E . + Sete tere rere 21 Niagara Metal Stamping Corp. ......... 104 
eentnes Co., M. pada ner paaegnaeiag tte 118 See I ME. cc ccecececsesceewe 118 w 
Walworth Mfg. Co. ............ 
E O Warren Mfg. Co., J. Renee shtnsevedetet ae 
— Ohio Metal Utensil Co. ...............-. 27 | Warren Tool & Forge Co. .............. 8 
Elastic Tip Ce. .....-cccccccccccccccees 119 Oliver Iron & Steel Co. .... Western Chain Co. ...................4. 
Pie cicadas eas 123 Wh 3 30 
Energy Elevator Co. ..........+seeeeee% 129 eet Be Wis Mie TA ccensccscccasscense 125 eeling Corrugating Co. .............. 130 
ae Nee DE Wee kids bdodhéeecews 121 
ickwire EE ee ee 85 
F Pp Wickwire Spencer Steeb Co. ............ 22-23 
ee a 125 Williams & Co., J. H. ................. 9 
co ee Co., The ......-+. oa es ee seweaneic 127 Winslow Skate Mfg. Co., Samuel........ 125 
Faultless » mereed Co. coecocececccecepece 112 Patent Novelty th eC eee eape esproes 124 CE eee 109 
Ford Motor Co. » esa pe haan Rh delineate lhe 24 Peabody & Co., PC 35466 sess oe oeees 95 
Toutes & Wale ‘Gienmcmalll Co ctictedaiels elation: 130 i ee ce ccceeeesoeses 91 
Frost & Son a ical Sea ho ae He 117 ei. eee GO, gcc 6 00056 00 8 CheKe 122 Y 
ee ee ee ee ee Prentiss Vise Co. eoecececeteoeoseeeeseeeeee 104 Vale & Towne Mfg Co 89 
a Progressive Mfg. Co. .......+.-+++e++0+: 129 NT cece cccscaccercccccccecce SM 
ie E Ree GO cocccvcccovescccovessis 126 R Z 
Gold Seal Products Co. ...........++0+. 79 Reed & Prince Mfg. Co. .....--+-.+-+++- 120 ; F 
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HARDWARE AGE 


“A Great 


Invention in 
Roofing”’— we said, 


and now sales prove it! 


comed as the most practical improvement ever conceived 

for corrugated roofing. Backed by the courage of their 
own convictions, hundreds of Dealers have been featuring this 
new roofing and aggressively pushing its sales. 
And it pays! Sales come easy, you'll find, after you get Kuehn’s 
Ridge-Sheet introduced to your Trade. Every customer thor- 
oughly satisfied, the news travels—for here is something novel 
enough to talk about and so practical that it more than justi- 
fies the claims of its most enthusiastic boosters. 


Notice the offer of Free Litcrature—get a supply. 


MILWAUKEE CORRUGATING COMPANY 
MILWAUKEE, WISCONSIN 


Kansas City, Mo. 


LCO 


“Kuehn’s Ridge Sheet” 


BN Ridge Roll and Sheet Combined 
AN 


Wroedes shown, Kuehn’s Ridge-Sheet has been wel- 


Chicago, II. La Crosse, Wis. 
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Kuehn’s 
Ridge-Sheet 


Combines Corrugated Roofing Sheet 
and Ridge Roll in one piece, thus 
eliminating cost of separate Ridge 
Roll, as well as saving all labor ex- 
pense, time and materials for applying 
Ridge Roll separately. Makes the 
ridge absolutely stormproof, providing 
double thick protection. Self-adjust- 
able to all pitches of roof. Unexcelled 


for fine appearance and economy. 


Furnished in 10-foot lengths, galvan- 
ized or painted, 11% or 21-inch cor- 
rugations, in the following gauges: 
Standard Gauge, No. 28 Ga., No. 
27 Ga., No. 26 Ga., and No. 24 Ga. 


Note: 10-foot lengths are carried in 
stock but any other lengths desired 
can be furnished. 


- ed 
oe _.- oil 


Free Literature 


Attractive envelope enclosures, with 
your name and address imprinted on 
them, are yours for theasking. Nearly 
a thousand Dealers have taken advan- 
tage of this offer and are mailing these 
folders to all the farmers and other pros- 
pects in their vicinity. If you go after 
“Ridge-Sheet” business, you'll get it. 


Write for Your 
Supply at Once. 
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can be reduced 
Sales Effort best through the 


appearance and definite quality 
of the products you sell. ————— 


We could use cheaper paint and 
so sacrifice appearance, === 


We could assemble parts of in- 
ferior material and likewise sac- 
rifice quality and increase your 
sales effort. When you buy —— 


Sterling, Barrows 


you have a 
Quality Product 


which reflects its savings in sales 
made easy through Satisfactory 
Performance, ssqwacsssmsemmenmemecens 
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We will send free to customers, on request, a copy of the above, printed on high grade paper, 
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in colors as shown, suitable for framing. 
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SECTION TWO 








In this issue— 


Electrical Christmas gifts from the woman’s viewpoint; Mrs. 
Chantler finds people prefer the utility articles—Handicap of the 
seasonal extremes out of the Lamp Business—Dealer side of 
International Radio conference—Hardware store lamp success. 











EXPERTS IN 


© Copyrighted by Brandes Products Corp. 1925 


We've been asking you to order 
just one of the new Brandes speak- 
ers—any one. That’s because we 
know you will surely stock up if 
you hear ’em. 


Now we want you to know that 
you'll sell them if you stock ’em. 
Millions of Brandes ads (double 
spreads and single pages in color, 
in the Saturday Evening Post 


and other magazines) tell the 
Brandes story and arouse a buy- 
ing mood. 


And a $100,000 newspaper cam- 
paign will bring in local business 
that your endorsement can clinch. 


Just remember— you bought the 
Brandes speakers because you 
heard ’em. Your customers will, too. 


Brandes 


RADIO 


ACOUSTICS 


SINCE 





1908 
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Porcelain 
Enamel Units 











Cleaned 


In 3 Seconds! 


And that’s just one of the many 
reasons why hundreds of hospitals 
and business places and thousands 
of homes have installed Aglite Por- 
celain Enamel Units during the past 
year. 


Completely insulated, attractive and 
compact, Aglites sell the instant 
they’reseen. Their permanent por- 
celain enamel finish is guaranteed 
not to check, peel, tarnish, rust or 
discolor. And Aglite’s perfectly 
smooth surface, entirely free from 
dust-catching screws or metal parts, 
fits them especially for places where 
good light and sanitation are rigidly 
required. 


Every live hardware dealer should 
show a stock of Aglite Porcelain 
Enamel Units. They are made in 
a variety of types suitable for every 
need. The standard colors are 
white, old ivory, and gray. 


Send at once for information con-. 
cerning our co-operative sales plan 
for dealers and literature describing 
Aglites in detail. No gbligation 
whatever. 
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DESIGNERS -ENGINEERS-MANUFACTURERS 


Lighting Equipment 
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2625 Washington Ave., St. Louis, Mo. 


BRANCH OFFICES (Sales and Service) In Principal Cities 
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STAR-Rite—the line that 


leads to your cash register 








Consistent, forceful advertising in all the big, national magazines is daily 
adding to the tens of thousands who now know and insist on STAR-Rite 


products. 





STAR-Rite Grill 


Nine parts, «very variety 
of utensil needed for table 
cooking. $5.95. In Can- 

.75. West. of 
Ontario $8.00. 





STAR-Rite Mar- 
cel Waver 


Gives a quick, deep wave. 
Circassian Walnut finish- 
ed handle. $4.50. In 
Canada $5.75. JUNIOR 
Marcel Waver $2.00. 





STAR-Rite Hair 
Dryer 


Has start and stop switch 
and switch for hot and 
cold air. Separate 2- 
piece plug. Heating ele- 
ment is removable with- 
out use of tools. $9.00. 
In Canada $12.00. 





New Waffle Iron 


Latest model, special hinge, has 
new, deeper, die-cut aluminum 
grids, extra size. Thumbscrew 
gives instant access to new 
patent heating element — mica 
construction $9.00. In Canada 


$12.00 





STAR-Rite Curling Iron 


Detachable plug in handle, Wal- 
nut or white finish. $3.50. In 
Canada $4.50. West of Ontario 
ei JUNIOR Curling Iron 
1.00. 





STAR-Rite New Vi- 
brator 


Works on a.c. or direct current. 
Start and stop switch in handle, 
and four applicators. All metal 
parts nickel plated, complete in 
leatherized covered box $7.50. 
A.C. VIBRATOR $5.00. In 
Canada $7.50. UNIVERSAL 
ee $12.50. In Canada 
17.50. 


Carry the STAR-Rite line—the line of least resistance to sales 
—and keep your cash register ringing. Write for details now. 





STAR-Rite Re- 


versible Toaster 


Toasts two large slices 
at once. Non-heating 
handles. $5.00. In Can- 
ada $6.75. West of 
Ontario $7.00. 





STAR-Rite Heat- 
ing Pads 
Single Heat Pads $5.00. 
In Canada $6.25; three 
heat pad, in tan or plaid 
$7.50. In Canada $9.00. 
West of Ontario $9.50. 
Three heat pad de luxe 
$10.00. In Canada $12.50. 
West of Ontario $13.00. 





STAR-Rite Model 
“C”’ Heater 


14” bowl, pure copper 
$7.50. In Canada $8.75. 
West of Ontario $9.25. 
Other Heaters $4.50. In 
Canada $6.25. West of 
Ontario $6.50. 


STAR-Rite VIOLET RAY OUTFITS: ‘‘A” $12.50. In Canada $17.50. Others up to $50.00. 


STAR-Rite GRIDDLE $9.00. 


In Canada $12.00. 


STAR-Rite LIGHTNING TOASTER $2.95. 


STAR-Rite UTILITY TRAY $1.50. 
MENTS $1.00. 


STAR= 


ELECTRICAL NECESSITIES 


DRYING COMBS $1.00. 


ite 





HEATER ELE- 


FITZGERALD MANUFACTURING COMPANY 


Torrington, Conn. 


CANADIAN FITZGERALD CO., 95 King Street East, Toronto, Ont. 
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when, through the alchemy of Christ- 
mas, self interest is transmuted into 
fellowship. 


we approach that best of Holidays, 





It is at this time that we all most keenly 
realize that our own success comes largely 
through the loyalty and friendship of others— 
that, truly, he profits most who serves best. 


We shall try to express our gratitude for 
the cooperation of the past year by the even 
higher and more helpful service we have 
planned for the coming twelvemonth. 





May your share of the good things to come. 
pe a large one. 

















HORTON MANUFACTURING COMPANY, 1024 Fry Street, Fort Wayne, Ind. 


Se 
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The thousands of dealers who 
make up the A-C Dayton dis- 
tributing system are not only 
ready now for the big radio 
buying season, but already 
under way on active selling 
work. These dealers are 
equipped with “The Master 
Radio Salesman” and with 
that as their guide, they are 
well started toward a fully 
resultful season. 

“The Master Radio Sales- 
man,” prepared only after 
thorough study of radio sell- 
ing methods, is the most for- 
ward step yet taken in radio 
merchandising. It is the key 
to success in this field—a 
complete, practical, workable 
plan for developing retail 
radio business—and holding 
it. With this work, advertis- 
ing material provided to the 
dealer doubles in value—and 
A-C Dayton dealers are pre- 
pared with plenty of such 


THE A-C ELECTRICAL MFG. COMPANY 
Dayton, Ohio 


Manufacturers of Electrical Devices for More Than Twenty Years 


Ohese Dealers Are 
Already Under Way!! 


selling helps in addition to 
extensive factory advertising. 
A-C Dayton dealers. will 
make records this year. They 
have, first of all, the right 
merchandise. Added to that, 
they have not only selling 
help in the form of advertis- 
ing material, but construc- 
tive guidance in using that 
material. 

Remember these _ dealers 
when you go to take on a 
radio line. Remember that 
selling is your only road to 
profit, and remember that 
general advertising cannot do 
the whole job. With the A-C 
Dayton you will have these 
things—plus that which no 
other line can give you—ac- 
tual, concrete, scientific sell- 
ing plans, ready for you to 
apply. Write direct or to 
any A-C Dayton distributor, 
asking to see “The Master 
Radio Salesman.” 


The Console (only 
thirty-eight in- 
ches high) $185; 


of Denver, 


west 
$190 





The Glass Set 
(heavy French 
plate glass cab- 
inet) $125; west 
of Denver, $139. 





The Phono Set, for in- 
stallation in practically 
any phonograph-cabinet or 
console——-without accessor- 
ies, $95; west of Denver, 
$100. 

















A-C Electrical 
DAYTON, OHI 

Gentlemen: 
me full information con- 
cerning the A-C DAYTON 
line with details of your 
Selling Service for 1925-26 


Mfg. Co., 
0. 


Please send 

















he Standard 
Gabinet, without 
accessories, 
$115; west of 
Denver, $120. 





5 good reasons 


ape perfcrmance sells for you. 
fae HS ent line is built to sell on its 
own merits; demonstrate and you will sell. 


The A-C Dayton tine is complete yet com- 
pact. Four models provide sufficient variety 
of style and allow most rapid turnover; one 
circuit insures equal performance from all 
receivers, uniform satisfaction and sim- 
plified selling problems. 





A-C Dayton stands for complete price pro- 
=— tection—maintenance of list through ecare- 
—— cutlets and full protection 
against price slashes, stock dumping and 
bargain basement sales. 


A-C Dayton price is honest price—suf- 
A— feient to permit good workmanship and 
good materinie—aet” no more than is nec- } 
essary for fully satisfying performance. i 
A-C Dayton dealer-assistance is real | 
au Sistance. ‘‘The Master Radio Salesman”’ 
shows you hew to sell, and points ann 
way to the fullest realization on all A-C 
Dayton superiorities. 


TON 
lO@==— 


Signed 
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Free Attachments 


This Amazing Special Offer is Producing 


the Greatest Christmas Business of All 
Time for Authorized Eureka Dealers 


(253) 







as 
Sinz 
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Eureka Vacu 


URE 


VACUUM CLEANER 





A tidal wave of Eureka Christmas buying is sweeping the nation! 

It is already evident that November and December retail sales of 
authorized Eureka dealers, stimulated by the sensational FREE 
ATTACHMENT OFFER and by a tremendous volume of Eureka Adver- 
tising inmagazines, newspapers and by mail, will set new records for 
sales and profits the country over. 

During this two-month period, we are GIVING AWAY to our dealers 
attachments worth, at regular prices, over $850,000—enabling them to 
give a set of attachments FREE with-every Eureka they sell. 

Free Attachments bring numerous ‘‘over-the-counter”’ sales. They 
put a “‘kick’”’ in your ads that produces quick and profitable results. 
They add tremendously to the effectiveness of direct selling. All this 
has been proven by actual experience. 

There is still time for a number of additional dealers in the major 
home appliances, who are not now handling the Grand Prize Eureka, 
to share in this spectacular ‘‘clean-up.’’ But do not delay in writing 
or wiring the factory for an immediate interview with our nearest 
sales manager. 


UM CLEANER Company, Detroit, U. S. A. 
Makers of Electric Vacuum Cleaners Since 1909 
Canadian Factory, Kitchener, Ont. 


Foreign Branches: 8 Fisher St., Holborn, London, W. C. 1, Eng.: 58-60 Margaret St., Sydney, Australia 


Record Sales 


November - December, 1924 


New York........... 10,159 
SE 7,091 
Nn 6 one 6 6 60's 6,370 
Philadelphia......... 6,316 
SRE ers 5,671 
iE aie Coad gle, ele 5,303 
CLS 6 cs on otened 4,142 


and you’ll hear of similar 
records this year 
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HE Premier Duplex is going 

into hundreds of homes this 
month, with a Merry Xmas tag at- 
tached to it. And hundreds of 
dealers everywhere are going to 
pocket the largest Xmas profits 
they have ever made on vacuum 
cleaners. 


An intensive Xmas advertising 
campaign is back of this—se/ling 
—selling—selling the Premier 
Duplex as a gift every woman 
wants. A page in the Saturday 
Evening Post, and ads in all the 
national women’s magazines are 
bringing the story home to hus- 
bands and fathers, wives and 
mothers, sons and daughters— 
everyone! And they’re going to 
buy! 


From your 


‘Tf you are not a Premier Duplex 
dealer yet—don’t waste a minute of 
precious time and don’t waste a dol- 
lar of Xmas profit—write or wire at 
once for details on this valuable 
franchise. 


u 


ELECTRIC VACUUM CLEANER Co., Inc. 
Cleveland Ohio 


Manufactured and distributed in Canada by the 
Premier Vacuum Cleaner Company, Ltd., Toronto, 
and also distributed by the Canadian General Flec- 
tric Company, Ltd., General Offices, Toronto. 
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Indisputable Proof 
from 100 Different Sources 


# Every day brings more convincing evidence of the 
power of the CONLON Sales Plan. It minimizes cost in a 
surprising way—leaves you a bigger margin and simplifies sell- 
ing. The washers, of course, are largely responsible for the surprising 
records CONLON dealers are making, for where can you find a line 
so completely representative as these CONLONS—three models, 
each with a distinct appeal and priced from $125.00 to $175.00. 


What the Dealers Say 


Eckles of West Bridgewater, Pa., a town of less than 2,000, says, “I’ve sold 250 
CONLONS in the last 2% years, and expect to sell 50 more before the end of this 
year.’ Youngstown, Ohio, sold 54 CONLONS in four days. Hammond, Indiana, 
has sold one every day for months past. Sound merchandising ideas are responsible. 
Sensationalism does not enter into the CONLON Plan—we believe in building 
permanently. When you hook up with CONLON you're assured.of a consistently 
good business—always. 


Get Your Share, Too 


Mail the coupon below and find out now whether your territory is still open. Get 
the facts about the CONLON Franchise and find out how easy it is to sell 
CONLONS and what a liberal profit is assured you. 


CONLON CORPORATION, CHICAGO, ILL. 
Over 200,000 Conlon-built Washers in use 





















The Worlds Most 
Beautiful Clothes Washer 















Mr. H. D. es Sales Manager 
Conlon Corpora 
19th St. and Sind Z aw. , Chicago, Ill. 


Name 


Address 





Send us facts about your Washers and Selling Plan. 




















A KEY TO A VAST MARKET 


Sixty per cent of the wired homes in your town are still without 
electric vacuum cleaners. These are the ones who have been wait- 
ing for more for their money. 

The JEWEL is the key to this enormous market. Being the 
only $55.00 cleaner reduced to retail at $39.75, it naturally has 
cleaning efficiency, appearance and featur: s far ahead of anything 
else at anywhere near the price. Such an obvious value will sell 
over the counter without home demonstration. 

Fifteen years’ manufacturing experience are behind each 
JEWEL. An iron clad two-year guarantee 
proves that it is built up to a standard of qual- 
ity—not down to a price. You can safely 
stand behind the JEWEL. 


JEWEI, 























FEATURES 


of this 
Bigger Better ELECTRIC VACUUM CLEANER 
mae Order a sample JEWEL now. 


If it is not entirely satisfactory, 
return it for full credit. Your 
jobber has a plan to permit you 
to stock JEWEL Cleaners now 
and to take your discount Janu- 
ary 10, 1926! You will thus be 
able to feature the JEWEL as 
a Christmas gift and have your 
holiday profits in your cash 
drawer without tying up a cent 
of your capital. Get in touch 
with your jobber now or write 


Oversize 1/5 H.P. 
motor with plenty of 
reserve power for the 
hardest work. 


Non-cramping Pistol | 
Grip handle with convenient 
push button switch. 


Full 14-inch Streamlined 
Aluminum nozzle. 


Long nozzle points get into 
corners and out-of-the-way 
places. 


Special rear roller adjust- 
ment to raise or lower noz- 
zie for different rug nap 
thicknesses. 





Finest aluminum castings. 


Double _ detachable, self- 


cleaning brush. us direct. 


Tested and approved by 
famous Institutes. 


Guaranteed for 2 Year 


CLEMENTS MFG. CO. 
608 Fulton St. 
Chicago 


Long Distance 
Telephone 
Monroe 6606 





lamp. 
bronze or ivory finishes. With 


A Profit of 






(Patented) 


No. 45 

Brush brass, 
plug, Dim-A-Lite 
8 feet of cord. 
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_ DIM-A-LAMP 


Gives 5 changes of light 
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Same as No. 
a clamp. A 
side lamp. 
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This attractive display free to all merchandisers of Dim-A-Lamps. 


How would you like to have these dollars roll 
into your cash register on one ittem—in less than 
a week? Other stores are doing this, why not 
yours? 

There never was an electric fixture that had more 
talking points than the Dim-A-Lamp. The most 
attractive clamp lamp imaginable, beautifully fin- 
ished, sturdy, it clamps or hangs anywhere. And 
you can turn the light up or down just as you 
would a gas lamp! 


Convenient in the bath-room or guest room. In- 


dispensable in the sick-room or nursery. Con- 
trolled light at the touch of a finger—from a dim 
glow to brilliant light by merely pulling a chain. 


Here’s a lamp that sells on sight. Backed by na- 
tional advertising of course. Every lamp guar- 
anteed to work, to last, and to save current. 


And now it sells for the attractive price of $3.75! 
If you are not selling Dim-A-Lamps, you are 
missing lamp sales. 


Write for our proposition today. 


Wirt Qompany 


PHILADELPHIA, PA. 5221 Greene Street 











Store Sells Gross of Dim-A-Lamps in Four Days! 
Over $250.00 





(Patented) 


No. 46 


45 except that 
it has a pedestal instead of 


beautiful bed- 
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List Price Without Tubes 





ONE Profit--Radio Products 


Our Products Are Popularly Priced-- Because 
WE Do All The Work That Goes Into Them 


There are no parts makers’ profits and overhead—or other outside costs to add 
to the price of Grigsby-Grunow-Hinds Radio Equipment. That's why we are able to 
sell our merchandise at considerable saving to you, and that’s why you, in turn, can 
meet the trade with attractive prices in any competition. 


Our own skilled craftsmen are all we need to rely upon for quality. They work 
under one great roof and are constantly under our exacting supervision—which insures 
the very best that it is possible to build. 


Model WG-10 Ebony Finish 


This Reproducer is as individual in its design and 
construction as a tailor-made suit. Much better than 
ordinary Loud Speakers in both tone and volume. Look 
at these advantages: 


Genuine Roxalin horn hydraulically pressed . 
RETAILS 


Base beautifully finished in crystalline lacquer 
Exclusive “constant tension’’ diaphragm on 
Adjustable lever volume control $ Il 950 


Elimination of all harsh sounds 


Perfect tone repruduction 







Majestic A&éB Current Supply 


Eliminates Both 
“A” & “B” Batteries 


Another evidence of the advantage of one 
profit—one degree of quality policy. A per- 
fected and reliable current supply unit! Saves 
your customers the annoyance of all 
batteries, destructive acids and their 
ills; chargers, hydrometers, etc. All 
this eliminated with the Majestic. You 
simply plug into your house current 
supply and turn switch. You will 
never go back to batteries. 
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Manufactured by 


GRIGSBY --- GRUNOW --- HINDS CO. 
4556 Armitage Avenue, Chicago, Illinois 


In Canada: Benjamin Electric Mfg. Co., of Canada, Ltd., Toronto 
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In This Issue— 


Editorials 


Electrical Gifts—From a Woman’s Viewpoint 


Mrs. Chantler has made some novel investigations along the 
line of pleasing men and women with holiday remem- 
brances and her suggestions contain many good sales 
points. 


Need of All Season Sales in the Lamp Business 


Under present movement, those most concerned in the in- 
dustry are alternately enthusiastic and discouraged, ac- 
cording to the seasons. 


Dealer’s Part in International Broadcasting Week 


Broadcasting Conference Did Much for Radio Dealers 


In these two articles, Arthur Sinsheimer, radio editor, who 
sat in these conferences, tells what they mean to those 
who sell. 


ELECTRICAL GOODS IN PICTURES 
Outdoor Christmas Lighting for Homes 
A Remarkable Radio Show Exhibit 
Displays of Electric Toys 
Two Minute Lamp Design Studies 
Lamps Well Used in Homes 


Radio Accessories—A New Selling Job 
The number of receiving sets in use and the experimental 
inclination of the public, insures heavy sales. 


Hardware Store’s Success with Lamps 


Four turnovers a year feature this firm’s business. 


Cashing in on the Electrical Show 


A department store reasoned out a course to follow and 
then followed it. 


As a Banker Sees the Future of the Electrical Industry 


The relations between the industry and the regulation bodies 
analyzed by Lewis E. Pierson. 


New Goods 
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Merchandising Trends 


ECENT merchandising meet- 

ings in the electrical industry 

have shown an increasing ap- 
preciation of the wider field for sales 
offered by placing of proper stocks 
of electrical appliances and supplies 
at points where they are easily 
bought by the public. 

Now that electric service is avail- 
able to sixty per cent of the families 
in the United States, this merchan- 
dise is practically universal in towns 
and should be sold where it will be 
most easily available. This year al- 
most 1,500,000 homes will be wired 
and it is only a question of a few 
years until the electrical service will 
be available to a percentage of fam- 
ilies that—from a merchandising 
viewpoint—will be practically uni- 
versal. 

We believe that “Electrical Goods” 
has had a part in bringing about the 
appreciation of this situation, both 
from the manufacturing and dealer 
viewpoint. The point is that elec- 
trical appliances and supplies are no 
longer technical, the use of which is 
known to only a few, but that the 
reliable merchandise is made prac- 
tically foolproof and with the ad- 
vanced general information regard- 
ing electricity, the danger point is 
past. 


AST month we told you that we 
had in preparation an article on 
cords and service points in merchan- 
dising appliances. We have a promise 
from one of the leaders in the ap- 
pliance industry to prepare this arti- 
cle out of his long experience and 
his study of thousands of reports. 
The thoroughness of preparation of 
this article has delayed it somewhat, 
but that is for the benefit of those 
who will profit by reading and study- 
ing it. This article will tell what has 
been done to make appliances safe 
and point out the things the buyer 
must look for in reliable articles. 




















That over 500,000 more 
families use Hoovers than 
any other make of electric 
cleaner, is testimony to 
The Hoover’s outstanding 
leadership. 


THE soe sng COMPANY, NORTH CANTON, OHIO 
The — nd la t maker electric — ners 
The Hoo is cli oma ne n Canada, at Hamilton, Ont 




































































Something to Think Over While 
Your Thoughts Are on Toys 





Sy HRISTMAS is the toy season. Each year many merchants make a very 
| handsome profit from the space allotted for a few weeks to the toy de- 
partment. The entire store thinks and acts toys for several weeks and 
j after the markdown sale that comes right after Christmas, all of this 
enthusiasm is allowed to become dormant and await until another 
Christmas holiday season. | 
All-year people come into this store looking for something to please children. It 
is a part of the better standard of living for the American people that children are 
children all year, and not children at Christmas and necessary evils the rest of the 
year. | 


During the last few years remarkable progress has been made in the design 
and manufacture of toys. The average toy purchase now runs much higher than 
in the years that have gone into the discard. Not only is this true because people 
generally have more money, but chiefly because there are better toys than in previ- 
ous years, and they are of more value because they are educative. 


Especially is this true of the electrical toys. These playthings for the younger 
generation all have a direct value. First of all, they familiarize the child with elec- 
tricity, which is daily .becoming a greater factor in the life of the people. Second, 
because these toys are mechanical, and this is the day of electrically operated me- 
chanics. 

No matter what calling the youngster may follow in later life, he is certain to 
come into contact with electric mechanical devices that will be much like the toys 
with which he played. 

The electric trains, which are a favorite toy in this day, not only teach electric 
mechanical lessons, but there is in the amusement with these toys a fine lesson in 
practical transportation, which is one of the great problems of the world today. 
Many a transportation expert confesses that he first became interested in this work 
on the floor of his play room where he operated a toy train. 


At present, probably a majority of the stores that sell toys at Christmas time 
and make a fine profit so doing, close this department as soon as the markdown 
sale that follows the holidays is over. It is said that 80 per cent of the toys are sold 
at retail during the Christmas season. . 


Certainly, with such worthwhile merchandise as toys have become, this is a 
mistake. There should be a more even all-year sale. Any toy manufacturer will 
tell you that there is much toy trade to be had at other times of the year. He knows 
this because of the orders that reach him daily. These come from merchants who 
display toys at Christmas and who sell from catalogs the rest of the year. 


Sales at Christmas time show a definite ratio to the display made. In cities 
where two stores have an equal store traffic, the store that makes double the toy 
display of its neighbor will sell twice as many toys. This ratio of display to sales 
should hold true, within reason, the rest of the year. More and more stores are 
maintaining all-year toy displays and these stores are making a profit from them 
and are realizing a big advantage in the prestige these all-year displays give to 


the holiday display. 
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RADIO ACCESSORIES ~ 


ERCHANDISING radio ac- 
M cessories is a new job. , It 

comes with the _ successful 
sale of receiving sets in great num- 
bers, coupled with the experimental 
habits of the great American pub- 
lic. 

Undoubtedly the fact that the 
home-made radio receiving set is 
such recent history is having a 
great influence on the purchase of 
accessories. The public today be- 
lieves, whether wrongly so or not 
does not matter, that the ultimate 
in receiving set designing and 
building has not yet been achieved. 

Practically every amateur set 
builder knows positively that he can 
improve upon the set that he has 
bought. To a certain extent he is 
going to try to do so. The great 
task the set builder and dealer have 
before them is to keep this experi- 
mental owner from tampering with 
the wiring and other intimate parts 
of the set, and then blaming the 
manufacturer and dealer for what 
goes wrong. 

In return for this favor from the 
owner, the dealer and manufactur- 
er will have to extend to the owner 
certain liberties. They must not 
find serious fault if the owner tries 
different loud speakers than was 
sold to him with the set; if he ex- 
periments with substitute tubes 
and if he tries out various makes 
of dry cell batteries. 

These items, together with the A 
battery, apparently are going to be 
the big items in the radio accessory 
lines for some time to come. The 
storage A battery is practically a 
staple. It is so well standardized 
and so well understood that few set 
owners are going to change on an 
experimental basis. The require- 
ment to bring sanity into the A 
battery purchases is to teach the 
set owner to use the hydrometer 
and to buy, recharge and discard 
on that basis alone. 

But with the other articles men- 
tioned, it is a different story. The 
endeavor to persuade owners to 
use only the loud speaker, tubes 
and other equipment that comes 
to them with the set is worth 
while; but its partial success is 
assured by precedent. The talk- 
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The number of sets in use 
the American public insure a 
and the dealer should prepare 
man can be material help in 
be guided by dealers in maki 


ing machine manufacturers and 
dealers made a_ consistent ef- 
fort to persuade people not to use 
records of other makes, and the 
automobile manufacturers and deal- 
ers tried to have owners use only 
the tires, spark plugs and batteries 
of the kinds sold with the car. You 
know how successful they were. 

The radio merchant who is plan- 
ning to be a leader in this line and 
to retain his customers, might as 
well prepare for this accessory 
trade. His set owners are going to 
buy these things and he might as 
well sell them. 

The loud speaker has many ele- 
ments to suggest a change. Few 
people buy an article like a radio 
receiving set with all of the care 
they should. The set, once it is in 
the house, becomes an article of 
furniture as well as supplying its 
other functions. The loud speaker 
is often the appearance feature of 
the set and probably it does not 
match the other furniture, or likely 
the shape is not pleasing. This style 
element is going to be a large factor 
in selling replacement loud speak- 
ers, as long as they are detachable. 

Then comes the question of tone 
quality. A set owner visits a neigh- 
bor some evening when conditions 





Home Chargers 


1 Oe chargers are not inter- 
woven in this story because 
they are not, necessarily, a part 
of the home radio equipment, but 
they are already established as 
one of the big sellers in the radio 
accessory line. Every receiving 
set owner should have a home 
charger, and sales -possibilities 
can be found by inquiring. 

Home chargers should make 
excellent Christmas suggestions 
to recent set buyers. The sale is 
entirely justified by the economy. 
Again, the dealer should be care- 
ful as to the reputation of the 
maker. 








A NEw SELLING JOB 


and the experimental habit of 
heavy sale of certain articles 
to meet the market—Service 
holding trade—Owners must 
ng purchases of a reliable sort 


are excellent and hears a better 
performance than he has at home. 
Perhaps conditions at his friend’s 
house are better. However that may 
be, the visiting set owner will be 
likely to want to improve the tone 
in his set and the experimental era 
is on. 

This matter of tone also will in- 
fluence the purchase of other acces- 
sories. As to tubes, for instance. 
Never mind what the exact function 
of the tube is; it is the idea of the 
set owner that governs. The set is 
his and he will change the tubes if 
he wishes and if he wants to experi- 
ment as to tone quality by changing 
tubes, he will do it. Gradually the 
educational work will have its ef- 
fect, but it was a very long time be- 
fore automobile owners quit trying 
to cure all combustion troubles with 
spark plugs and talking machine 
owners, quit trying to make their 
instruments better or different by 
experimenting with various sorts of 
needles, some kinds of which were 
forbidden by the makers of the in- 
strument. 

There is a big job ahead in edu- 
cating owners generally on the true 
use of the tube in the set—that it 
is to rectify or smooth out the tone 
rather than to give quality to it— 





Christmas Sales 


XADIO receiving set accesso- 

ries make excellent Christ- 
mas gifts, and it is up to the 
dealer to see that people think 
of them as such. They are pri- 
marily family gifts, as the entire 
family is interested in the radio 
equipment. Such articles are 
often included in the list of 
things that the family gives to 
father. 

During recent years automobile 
accessory dealers have done much 
to popularize bumpers, spot lights 
and similar automobile accesso- 
ries as Christmas gifts by proper 
window displays. The same can 
be done with radio accessories. 
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and that matched tubes should be 
used in sets rather than one of this 
kind and: one of that. 

The dealer should certainly avoid 
the mistake of trying to sell all 
makes of tubes. He should pick 
certain lines and stay with them. 
In doing this, he should make cer- 
tain by his own tests that these 
tubes are fairly satisfactory for the 
sets that he sells and for the com- 
munity in which he operates. 

In order that the dealer may not 
get a reputation of being a money 
grabber and to have in mind merely 
how many sets of tubes he can sell, 
he should always ask his customers 
if they are certain that the old tubes 
cannot be revivified; if the customer 
has tried a rearrangement of the 
tubes and then, for the sake of the 
reputation of the tubes that he 
sells, he should insist upon the cus- 
tomer buying a complete set. 

The dry cell battery experimenter 
is already with us in large num- 
bers. The very mystery that is in 
the province of these batteries has 
brought about an instant demand 
for various kinds of these batteries 
and many set owners will not be in 
the least content until they have 
tried all makes. 

It used to be said that some peo- 
ple bought automobiles more for 
the sake of experiments and for 
something on which to spend 
money. That seemed to be the 
truth and many receiving sets will 
be used on the same basis. 

The chief factor for any mer- 
chant who is going to sell radio ac- 
cessories—is the buying. While he 
will need varied styles in the loud 
speakers, he should never forego 
quality merely to get styles. There 
are many makers of loud speakers 
coming into the market and some 
of them will make a good speaker 
in the design wanted. Get quality 
of tone and workmanship, in getting 
style. 

Quality of performance will be 
required from the tubes and bat- 
teries. The appearance will not be 
so important, although it is a good 
plan to sell tubes and dry cells that 
are sufficiently individual as to be 
self identifying. Some of the tube 

(Continued on page 46) 
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a Year in 


HARDWARE 


LAMP 
STOCK 


By F. L. Prentiss 


4 | YHE decorative, portable elec- 
tric lamp has stepped into the 
place once held in trade and in 

homes by the decorative oil lamps. 
As a class, hardware dealers sold 
decorative oil lamps, but as a class 
they have not followed through to 
the decorative electric lamp. Just 
why this is true, is not a part of this 
discussion. 

This story is to tell of the success 
of a hardware store that considered 
it a part of its privilege to continue 
to supply the means of lighting 
homes when the fundamental 
changed from oil to electricity. 
Stambaugh-Thompson Co. of 
Youngstown, Ohio, instead of wip- 
ing out the home lighting depart- 
ment as a source of revenue, have 
kept step with the customers and 
have a larger and more profitable 
lamp department than formerly. 

This store has always had a lamp 
department and has sold electric 
lamps for seventeen years and offers 
that experience as helpful to other 
stores which have neglected this 
field, which some merchants are in- 
clined to regard as a new depart- 
ment, rather than a continuation of 
the former oil lamp department. 

The retail sales of the Stambaugh- 
Thompson lamp department have 
run as high as $10,000 yearly and 
the amount is growing. The profit 
is satisfactory and consistent. The 
stock is turned four times a year. 


Turnovers 








Lamps and lighting fixtures, unlike most stock, can be dis- 


nlayed on all available space. 


The draped table in the 


lower left hand corner of the picture supplies means for 
the individual display of any one piece of merchandise 


The portable lamp department is 
located on the second floor of the 
store in a partly inclosed room that 
is provided with a standard height 
paneled ceiling and wall brackets. 

The floor space is used for the dis- 
play of the various types of portable 
lamps, the table lamps being shown 
on table and the boudoir lamps on a 
counter at the side of the room. 
With this arrangement space is con- 
served and a large variety of stock 
in portable lamps, wall brackets and 
fixtures is attractively displayed in 
a comparatively small amount of 
floor space. 


The store carries in its stock 
about 150 floor, bridge and table 
lamps and a large selection of 


boudoir lamps. 

Three high grade lines of portable 
lamps are stocked, offering a wide 
range in design and price. While 
portable lamp design changes, the 
change does not come so rapidly that 
a particular type becomes obsolete 
and unsalable before the retailer 
can dispose of stock. 

The big sellers in portable lamps, 
as found in the Stambaugh-Thomp- 
son store, are the floor junior and 
the bridge lamps. The tall floor 
lamp, from 5 to 5% feet, is losing 
its former popularity. The floor 
junior lamp is ornamental and is tall 
enough to be placed at the side of a 
davenport or for use with baby 
grand pianos, which have succeeded 
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the upright pianos in popular favor 
and with which the floor lamps were 
used. 

The bridge design is a_ utility 
lamp for reading and similar pur- 
poses and can be made to fit in al- 
most anywhere. 

Lamps with a one piece glass 
shade, with pretty and _ effective 
floral or landscape designs, have a 
steady sale. 

There is a big demand for lamps 
with silk shades, although parch- 
ment shades are also popular. 

Silk shades are particularly pop- 
ular because of their decorative ef- 
fects and because they can be had in 
colors that harmonize with the 
draperies. For the same _ reason, 
boudoir lamps with silk shades are 
the big sellers; although there is a 
steady demand for bedroom lamps 
with glass shades. The latter are 
favored by many housewives because 
these shades may be washed with 
soap and water and kept immacu- 
lately clean. 

Popular favor has changed in re- 


gard to floor lamp bases. The large 
wooden bases are less in demand. 
The wrought iron base, which is 


made in artistic designs, is gaining 
favor for floor and bridge lamps. 
The vase type, table lamp, with 
silk or parchment shades, has become 
exceedingly popular. This vogue 
has created a heavy demand for 
lamp parts from people who have 





Stambaugh- Thompson have 
it difficult to 
add $10,000 a year gross to 


not found 


sales — Specially 


leaders draw the people into 
the department and main- 
taining ratio of stock to 
sales avoids danger of 
accumulating merchandise 


that has passed 


popular fancy with a dis- 
criminating public 


old and treasured vases that they 
wish to convert into lamps. Some 
of these customers make their own 
changes, although many bring in 
their vases to have them fitted and 
wired. About a dozen vases, on an 
average, are brought to the store 
for that purpose each week. 

Those who make their own lamps 
from vases buy cluster stems, sock- 
ets, plugs or converters. 

Changing ideas in lamp shades 
create a brisk demand for new 
shades for old lamps. There is a 
brisk demand for parchment shades 
for this purpose. A liberal stock of 
these shades is displayed on special 
racks where the replacement silk 
shades are also shown. 

An increased demand is expected 
to develop for replacement shades, 
as experience indicates that both 
these types are replaced after three 
or four years. With the glass shade, 
replacement is made necessary by 
breakage. 

The Stambaugh-Thompson Co., 
has not followed unusual methods in 
building up its portable lamp busi- 
ness. Once a month a special offer 
is made in this department and this 
is advertised in liberal space three 
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priced 


out of 





This is one side of the Thompson-Stambaugh lamp and 
fixture display room. This stock adds $10,000 a year to 


the company’s business 


times in the local afternoon papers. 

These specials are not always 
lamps. One week the special may 
be a two-way plug or some other 
item of electrical supplies, including 
incandescent lamps, which are car- 
ried on the first floor, although a 
part of the lamp department. In 
addition to advertising, the specials 
are displayed in the windows during 
the sale. 

The store maintains a lookout for 
lots of high grade lamps for these 
sales. It does not believe in trad- 
ing dollars for dollars, but sells spe- 
cials at a narrow margin of profit, 


‘figuring on large volume and quick 


returns. It aims at a profit of 25 to 
30 per cent on specials. It is found 
necessary to sell the regular stock 
at 60 per cent or more above cost 
price to make a fair return. 

The special sales have proved suc- 
cessful. Recently the store offered 
a bridge lamp with an iron base and 
parchment shade at $5.98 and sold 
48 in two weeks. The offer of spe- 
cials brings in many prospective 
customers and helps the sale of high 
priced lamps, as many who are at- 
tracted by the advertising decide to 
buy something better. 
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The special sales also help dispose 
of some of the slow moving ‘stock 
which may have become shopworn 
and which is marked down somewhat 
in price in order to move it quickly. 

Often people who come to buy spe- 
cial lamps remain to buy other 
items out of the regular hardware 
stock. | 





. Lamps as Gifts 


HERE is increasing evidence 

that lamps will be more gener- 
ally considered as gifts this year 
than in any of the previous seasons. 
In ELECTRICAL GOODS office we have 
heard many persons discuss the 
kinds of lamps they plan to give to 
friends at Christmas. 

Especially are the small, attractive 
lamps finding favor. They have such 
an intimate touch, in that they are 
more personal, than family, in their 
use and character. 

Lamps lend themselves well to the 
gift idea, in that they are as bright 
and attractive as any of the use- 
less articles made for gifts, yet they 
have the highest utility character. 

The wise merchant will make a 
special display of lamps this year. 








Cashing in on the 
Electrical Show 


trical shows, both general 

shows and shows within the 
store. He has some very distinct 
ideas about cashing in on the gen- 
eral shows and this year he found 
an opportunity to tryout one of his 
chief ideas, and it won. 

Mr. Hughes is house furnishing 
buyer for the Bloomingdale store in 
New York and included in his va- 
rious lines are electrical appliances. 
Within the last two years this store 
has made remarkable progress in 
this line and last spring, Mr. 
Hughes tried out a show on a small 
scale. He arranged for an electrical 
appliance demonstration in one of 
the store auditoriums and the re- 
sponse and interest proved to him 
that his customers were interested 
and would respond to any proper 
effort along that line. 

The New York Electrical Show 
was announced at that time for 
early fall and Mr. Hughes reasoned 
it out in this way: 

The general show will attract 
a good deal of attention, but 


Se HUGHES believes in elec- ; 





people generally do not go to a 
show of that sort prepared to buy 
the smaller appliances. They go 
there to see and they will think 
over what they see. My chance 
is to stage a store show soon 
after the general electrical show 
and capitalize on the thinking 
that is started there. 

That is exactly what Mr. Hughes 
did. So it happened that within a 
week after the New York Electrical 
Show, the Bloomingdale store an- 
nounced an electrical show of its 
own, and put it over. 

Several demonstrators and un- 
usual exhibits sent to New York 
for the show were held over for the 
Bloomingdale demonstration by re- 
quest and these exhibits, and an ex- 
pansion of the electrical appliance 
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Pillar stands were used chiefly for the display 
and related articles were arranged to show the 
price range, with lamps borrowed from the 
lamp department to catch the eye of the store 
visitor and draw them to the counter 





It at- 


display, made up the show. 
tracted many people to the store and 
a large proportion of the store visi- 
tors to the electrical appliance de- 
partment. 

Two points about this exhibition 
indicate what seems to be unusual 
showmanship on the part of Mr. 
Hughes. His department does not 
include washing and ironing ma- 
chines, nor does it include lamps. 

But in arranging his exhibit, 
Mr. Hughes placed it so that it came 
aisle to aisle with the washing ma- 
chine and ironing exhibit and he 
borrowed many lamps from the lamp 
department, just on the other side 
of a partition, to help make his ex- 
hibits attractive and to give a 
special display to the lamp mer- 
chandise. 

“I have found the manufacturers 
more than willing to cooperate with 
us in this exhibit,” said Mr. Hughes, 
“and we have several demonstrators 
and several unusual exhibits, as you 
can see. 

“One of the highly interesting 
exhibits and one that attracts much 
attention from the housewives, is 














the waffle demonstration. The 
women come into the exhibit space 
and suddenly see mammy making 
waffles. They have not been con- 
scious of any smoke or the dis- 
agreeable smell that goes with mak- 
ing waffles in the old way and they 
express their surprise. That leaves 
them open to the purchase sugges- 
tion and some are purchasing at 
once and some come back in a day 
or two to buy. 

“The floor waxer and other new 
appliances have been attracting 
much attention and we feel that we 
are doing a very great educational 
work by following so closely upon 
the general electrical show. 

“From the interest aroused here, 
I cannot for a moment doubt that 
an electrical appliance demonstra- 
tion is of great value to any one 
who will put such an event in the 
store.” 

Bloomingdale’s store, while a 
large store, has much of the char- 
acter of a neighborhood store. This 
was one section of New York that 
was rather slow to take up with 











which rival the silverware 
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The entire line of appliances stocked by the 
store is shown in the handsome wall cases, 
displays with 
which shoppers are more familiar—The 
washing machine display was included, as it 
adjoins the space selected 


While the interest in appliances was 
aroused, Sam Hughes organized an 


exhibition and demonstration 


in 


Bloomingdale's and store profited 


electricity. Recently there has been 
much building in the neighborhood 
and, of course, the new buildings are 
wired. 

It has been the task of the elec- 
trical department to keep up with 
the neighborhood development. As 
many tenements have been replaced 
with apartment houses of the high- 
est development, this has meant 
more than the usual advance in 
electrical interest. 

Mr. Hughes advertises that he 
carries a “complete line of electrical 
appliances.” He says of this ad- 
vertisement: “We selected a line of 
a manufacturer that is as nearly 
complete as any. We carry every 
item in that line and we add such 
items from other lines as is neces- 
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sary for price range and to make 
our line complete. We are, of 
course, very careful to draw the line 
on anything that approaches a sub- 
standard appliance.” 

Mr. Hughes’ answer to the ser- 
vice problem lies entirely in what 
he considers good merchandising. 
His cures are all entirely apart 
from the shop end of it. He sums 
it up this way: 

Sell good merchandise. 

Explain carefully its use. 

Be as certain as possible the ex- 
planation is understood. 

When they come back for any 
cause, be sympathetic and pleasant 
and again explain the use, while 
making the repairs. 

“Being careful about the manner 
of use is not confined to the elec- 
trical appliances,” says Mr. 
Hughes. “I long ago found it nec- 
essary to explain carefully how to 
burn in as simple an utensil as the 
Dutch oven. 

“Electric appliances are no more 
trouble in this regard than many 
non-electrical articles that we sell.” 
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This chart tells when $300,000 worth of lamps were sold 


at retail 


r | YHE merchants who have so 
successfully ironed out the 
sharp curves in the sales of 

their Fur Departments by selling 
furs in summer; in their Furniture 
Departments by establishing a regu- 
lar August sale; and in their Re- 
frigerator sales by teaching people 
to use foresight and buy in January, 
will have little difficulty in smoothing 
out the curves in the lamp sales, once 
they give this department their at- 
tention and secure manufacturer co- 
operation. 

Almost all people even remotely 
connected with the lamp business 
realize that the Fall season is the big 
season, but very few people know 
how inefficiently the industry has 
been handled. There has been a 
shocking loss in labor in the Spring 
and an unreasonable expense in 
manufacturing in the Fall. 

Every year lamp manufacturers 
seem dazed by their success in the 
Fall and every Spring they seem 
positive that the business is not 
staple. 

On the opposite page you will see 
several manufacturers quoted. In 
parallel columns are their statements 
in April of this year and in October. 
These interviews took place this year 
and the accurate record was kept be- 
cause of experiences in previous 
years. It requires no business seer 
to know that an industry where senti- 
ment varies as indicated in these 
interviews can be at its best. 

The lamp industry has grown up 
like Topsy, with very little direction. 
Manufacturers have never learned by 
a previous year’s experience that 
they must create business in the 
Spring. They have done very little 
advertising, either in merchandising 
papers, which reach the buyers and 
merchandise men, or direct consumer 
advertising. Théy have not analyzed 
conditions and fortified themselves 


so as to make money each month in 
the year. 

They have not studied the con- 
sumer demand, so as to give the pub- 
lic what they want, when they want 
it. 

Without fear of contradiction, I 
maintain that 85 per cent of the 
lamp manufacturers in this country 
could not intelligently put on paper 
the facts concerning the product they 
make; many of them have not accur- 
ately figured their overhead; they 
are not independently making an 
article and selling it because it has 
merit. They are frantically watching 
the other fellow and trying to out- 
guess him. They do not know the 
tacts concerning the consumer de- 
mand. 

They may tell you what they have 
sold during the past year, but they 
cannot tell you why it sold and they 
cannot tell you what will be sold 
during the coming year and explain 
logically why it will be sold. 

The 15 per cent who do know why 
they are making their particular 
merchandise, are traveling on a 
straight path, with logic and reason 
on their side and they are making a 
neat, net profit every month in the 
year. 

This 15 per cent can tell you to 
what outlets they are making an 
appeal and why, they know the type 
consumer trade they want. 

In order to show clearly the exist- 
ing conditions in the lamp world, we 
show a chart of actual retail stores 
sales. We have selected a city de- 
partment, which is considered effi- 
cient, and we show the sales month 
by month. 

Any efficiency engineer would say, 
after studying these figures, that 
there is something fundamentally 
wrong when 48 per cent of the sales 
are crowded into three months. 

We also show the figures of a 
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WANTED—Move 


Lamp Business 


By Mrs. BERNICE BOWSER 


Lamp Editor 


manufacturer who has been kind 
enough to cooperate with us. This 
manufacturer has made money and 
has the reputation of being a good 
business man. 

In studying these charts we ask 
you to bear in mind that we are talk- 
ing about lamps—a household neces- 
sity—not a novelty, a luxury or a 
seasonable article. Lamps are used 
every day in the year, and should be 
sold every day in the year. 

The big Fall season has been 
brought about by women demanding 
lamps when vacations are over, long 
evenings are approaching and Christ- 
mas looms in the distance. 

The lamp business has not grown 
because merchants have cunningly 
tempted their customers; it has 
grown because women like lamps. 
They are “lamp conscious,” and they 
know that lamps make them and 
their homes more attractive. 

The business has grown in spite 
of men who would have been satis- 
fied to turn on a center fixture and 
flood a room with light. 

Women have caught their cue from 
nature. The Creator planned our 
days so that from sunrise to sun- 
set we have different lighting 
every minute; there is no monotony 
in daylight. If you question this, 
go up into Passaconaway valley and 
study the mountains which surround 
it. Every hour of the day they are 
a different color and different con- 
tour, one of the most fascinating 
studies in the world. 

The woman’s argument is this: 
“If the Creator saw fit to give us 
constant variety and change during 
the day, why should we not, at night, 
with lamp lighting have illumination 
which can be changed often?” 

Women are responsible for home 
conditions, they have to consider the 
eyesight of their children, so they 
naturally are the ones who have 














Toward All-Season 


Under Present Conditions There Are too 
Many Disappointments, too Many 
Exalted Moments, and Not 
Enough Regular Work- 


ing Days 


bought the lamps because, with six 
or eight lamps in a room, you may 
secure from six to eight different 
lighting effects. You can use one 
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This chart shows how a $400,000 lamp manufacturing busi- 
ness varied by months 


lamp or all of them, as you wish. 
You can place lamps so cleverly that 
every comfortable lounging place in 
the room is well lighted, if lighting 





What the Manufacturers Say 


in 1925. They could just as well have been any other years since 


(ie quotations that follow in parallel columns are actual interviews 
] 
t 


he portable lamp business became an important industry. It will 


be the same next year unless there is a better average business. 


It is 


the natural reaction of a manufacturer who is in a business that is 


seasonable, but he can see no reason why that is so. 
all year, so he thinks sales should maintain a fair average. 


these interviews: 


Much as I hate to admit it, if we are 
honest we must confess that the lamp 
business has reached a point of satura- 
tion. Who could use the thousands of 
lamps that have been made and sold 
during the last ten years? The women 
have all over-bought; the best days of 
the lamp business are over. We are 
going to make pillows and novelties 
and fill in on the sales we are going to 
lose on lamps. 


Lamps are used 
Compare 


The best delivery we can make is two 
months. We have had to go out and 
hire another shade factory, and we 
can’t get half the help we need. In 
both lamps and shades we will have 
the biggest year yet. I tell you we 
haven’t scratched the surface of the 
lamp business. No! We are not both- 
ering with the pillows and novelties 
much; we are going to make money in 
the lamp business. 





Yes, I agree with you. Other years 
we have had slumps in the lamp busi- 
ness, but never anything like this. I owe 
the banks $100,000, and there isn’t a 
chance of disposing of all this mer- 
chandise this year. The buyers are 
holding back, the merchandise men do 
not sign their orders, and I’m convinced 
that the quicker we get out of the lamp 
business the better. 


Advertising? No; we have nothing to 
sell; we are cleaned out. In the spring 
we owed the banks $150,000, and today 
we do not owe them a cent and we have 
a handsome surplus. I only wish we 
had made up twice as much merchan- 
dise. We could have sold it without 
any effort. As it is, this is going to be 
_ biggest lamp year we have ever 

ad. 





Lamps have been good for almost 
ten years, and ever since I started on 
my own I’ve made money, but it stands 
to reason that lamps cannot go on sell- 
ing so well. I am putting all my ef- 
forts into this new line of merchandise. 
What do you think of it? 


Well, lamps are the thing! We are 
$70,000 behind on our orders, and we 
can’t get workmen. I’ve dropped all 
my side lines and I’m sticking close to 
lamps. They are what the people 
want. Our old numbers are all going 
good; new ones are beating all records. 





Well, we are in the lamp business, 
we have this big factory, and we are 
going to keep it going. We’ve had to 
give away a lot of merchandise at cost, 
and we have sold some at less than 
cost, for we had to have money. 


Give you the facts? Well, we put on 
200 extra girls last week in our shade 
factory, and we will not be able to fill 
our orders if we find 200 more. We 
have pulled all our men off the road, as 
we are swamped with orders. 





It may be suicidal on our part, but 
we are going to advertise lamps in 
every medium we can get our hands on. 
We have a man who can write copy 
that sells and advertising is our last 
hope. We haven’t taken a decent or- 
der this year. Not a high-priced lamp 
has moved. All we hear is “price.” 
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Of course the advertising paid! Do you 
know we are entirely sold out? You 
know we go in for quality, not quan- 
tity, and we can’t take care of any 
more orders. We have sold every high- 
priced lamp in our place, lamps to re- 
tail for $500. That looks as if business 
was good, doesn’t it? 
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is required. This is why women will 
never be satisfied with overhead 
lighting and why they will use lamps 
more and more in the days to come. 

The merchants who would like to 
take the valleys out of their sales 
charts could, with comparatively. 
little effort, do so if they would give 
the question of lamps a little study 
and decide upon a lamp policy. 

Merchants must know that they do 
not give their customers service 
when they order, at the last moment, 
lamps which have to be rushed 
through the factory. They know 
that silk and parchment shades re- 
quire skilled labor and sufficient time 
for proper execution. Rushing piece 
work through a factory of untrained 
workwomen means dissatisfaction on 
the part of the consumer and lost 
business for the store. 

Ordinarily a merchant has worked 
rather blindly on past figures; he 
has not made any real endeavor to 
increase his lamp business in the 
Spring, because he has so many other 
departments in which he can show 
quick*results with little effort. 

Lamp merchandise turns quickly 
in the Fall so they have bought care- . 
lessly at that time and have failed to 
see that by having depleted stocks 
after Christmas they have dis- 
couraged buying. The average 
method of advertising is to reduce 
the remaining lamp stock a certain 
percentage. Some women are tempt- 
ed by this, other women do not want 
the leavings of Christmas shoppers. 

Another reason that many retail 
stores lose an entire month after 
Christmas is that their fiscal year 
ends Jan. 31 and they want to make 
records in stock taking. 

Many buyers wait for the Chicago 
Lamp Market before placing any 
orders, so that with even a thirty 


(Continued on page 50) 

















T no time throughout the holi- 
day season does the average 
shopper need or appreciate 


helpful gift suggestions so much 
as during the last two or three 


weeks before Christmas. Indecision 
as to what to give is usually 
responsible for this procrastina- 
tion, and for this very reason any 
good or even plausible suggestion 
is welcomed. 

I grow weary upon recalling the 
miles I walked gazing into shop 
windows and through stores in the 
hope of an inspiration—often un- 
til the very day before Christmas— 
and sometimes I got it. But for the 
most part I saw displayed only 
such things as time had rendered 
conventional. 

Then, last year, having tired of 
this yearly exercise I decided to ex- 
periment. I made lists of gifts ap- 
proximating the amount I wished 
to spend and asked each of my 
friends and relatives to make their 
choice. 

To my pleasant surprise, nearly 
all of them chose small electrical 
appliances of one or another sort. 





Electrical Gifts—From 


A surprising 
number of wo- 
men are with- 
out electric 
curling iron 
luxury 


Carrying this further, I have since 
asked any number of people about 
electrical gifts and learned that 
there are few who do not wish for 
something electrical. 

This is certainly true of all 
housewives living in_ electrified 
homes, although it is not at all es- 
sential they be housewives. , For 
what straight-haired lady, married 
or single does not desire an elec- 
tric curling iron or a vibrator? 
Or, if she is of the business-bach- 
elor girl type, with living quarters 
of her own, she is certain to need 
a grill, toaster, waffle iron, per- 
colator or any one of the other 
electrical appliances. 

For in the majority of instances 
her only hope of a home-cooked 
meal is via the electric grill or 
table stove. And while on the sub- 
ject I have known men living in 
bachelor quarters who were not 
above welcoming one of these 
modern conveniences to their hum- 
ble menage. 

It has been surprising how many 
of my _§ straight- haired women 
friends, both married and single, 
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Mrs. Chantler Tried the Novel Plan of 
Permitting Relatives and Friends to 
Select Own Gifts and They Chose 
Electrical Appliances 


wanted the electric curling iron. 
And I wondered how so many of 
them could have continued to use 
the old-fashioned, fire-heated curl- 
ers, or to harass themselves and 
horrify their better halves by 
nightly putting up their hair in 
curlers. 

It must be admitted, although I 
have never done it, that besides 
looking quite awful in this make- 
up, it is most uncomfortable, for it 
seems to be like sleeping on a 
crown of thorns minus the pin 
points. 

But despite all this many of 
them apparently would have en- 
dured this practice indefinitely had 
not the electric curling iron ap- 
peared on my gift list. 


Electrical Appliances as Gifts 


All of which tends to show that 
stores handling electrical appli- 
ances will benefit by featuring them 
strongly as gifts. There are, of 
course, many who have sensed the 
gift possibilities of electrical ap- 
pliances and are giving them con- 
siderable display space both in 
windows and on counters. 

One local store, for example, not 
only has devoted an entire window 
to electrical appliances, but for the 
guidance of men buyers placed 
with each appliance a card ex- 
plaining its appropriateness as a 
gift. The card, also, explained the 
function of the appliance and the 
benefits it could bestow upon its 
future possessor. 

Another store in an effort to aid 
its customers in selecting gifts had 
a number of printed cards with 
electric gift suggestions on them 
placed on counters or hung in prom- 
inent places about the big store. 
The cards also gave directions for 
finding the electrical display, telling 
the floor upon which it was located 
and the most direct elevator. 

Both of these stores report a 











a Woman’s Viewpoint 


In the Lists of Articles Available, She 
Finds Several Items of Interest to Men 
Which Make Their Leisure Hours 
More Comfortable 


marked increase in the sale of elec- 
trical goods over last year. 


The Useful Vibrator 


The indisputable appropriateness . 


of the electric curling iron as a 
Christmas gift has already been 
stated. Also of importance to the 
average woman’s toilette and health 
needs is the electric vibrator. This 
serves many purposes and is, to my 
way of thinking, destined to become 
just as much a part of her beauty 
kit as is the curler or the powder 
puff. 

I have found the vibrator particu- 
larly valuable for massaging the 
face, scalp, neck and arms for 
beauty’s sake and it can be used 
effectively on any part of the body 
where one may experience a stiff- 
ness of the muscles. 

In fact, in our house it performs 
many duties almost daily, one of the 
most important being to relieve the 
pain of an incipient form of neu- 
ritis in the shoulders and neck with 
which I suffer whenever I write for 
hours bent over the desk or type- 
writer. 

Physicians call this vocational 
neuritis and claim the only relief 
so far found for it is in the use of 
the electric vibrator and, in its 
most intense form, the electric heat- 
ing pad. 


Electric Heating Pad 


While on the subject of electric 
heating pad I might suggest that it 
makes an excellent gift for any 
housewife and mother, or even for 
a single man or woman who is sub- 
ject to neuritis, rheumatism, colds, 
earaches or just everyday attacks 
of cold feet. 

For elderly people the electric 
heating pad as a gift is almost un- 
surpassed, particularly if they are 
feeble and are obliged therefore to 
keep to the chair most of the time. 
This lack of exercise nearly always 
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Elderly per- 
sons, especial- 
ly, appreciate 
heating pads, 
but they have 
great health 
value for all 
ages 


circulation 
which is responsible for uncomfort- 
ably cold feet and hands, something 


results in sluggish 


which the electric heating pad 


quickly eliminates. 


Table Electrical Appliances 


The table electrical appliances, 
such as the grill, toaster, percola- 
tor, waffle iron, tea kettle, egg boil- 
er and the like have a gift value all 
their own. 

In my article on Table Appliances 
in the August issue, I dealt with 
the value of each individual appli- 
ance to the housewife, and this like- 
wise pertains to the great number 
of young business women and men 
who are obliged to depend entirely 
on these for home cooked meals. 

Possessing the grill, percolator 
and waffle iron, such a person can 
cook as good a meal as is served in 
nine out of every ten households 
where the cooking is done entirely 
on the range. I know, because I 
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did plenty of it in my single blessed- 
ness or blessed singleness, which 
ever it may be. 


Electric Milk Bottle Warmer 


The electric milk bottle warmer 
is an excellent gift to the young 
mother. It saves her untold steps 
and permits her to give her new 
baby its midnight bottle of milk on 
the moment without ever having to 
leave her room and bed. For trav- 
eling it has no rival, for on train 
or boat one is apt to experience 
some difficulty in warming the 
baby’s bottle at the odd hours 
which may be the child’s feeding 
time. 

Too, when one is stopping at a 
hotel or at the home of a friend, 
one has some compunction about 
awaking any of the household in 
the middle of the night, or to go 
stumbling about in a strange house 
by oneself. 

(Continued on page 54) 
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Secretary Hoover is seen in the center of this group of Broadcasting Conference delegates. 








Mr. Sinsheimer is at his 
right in the front row and Mrs. Symons, representing eleven western stations, at Mr. Hoover’s left 


How Broadcasters Are Helping Dealers 


By Arthur Sinsheimer, Radio Editor 


convention and report it word 

for word in chronological order 
but it’s another story when you have 
to take a government-called confer- 
ence that accomplished such a lot of 
good work and try to pick out the 
high spots and develop them into 
terms of your angle of the radio busi- 
ness—retailing. 

That is just what we are going to 
attempt, so if all the points aren’t 
made clear or if there are some of 
the questions taken up that are not 
touched on fully enough for your 
special interest, won’t you write in 
and ask about them? We were at 
the conference—and very much part 
of it—so feel perfectly welcome to 
ask us anything concerning it, as we 
believe the result of its work will 
have a great bearing on this year’s 
development of the radio business. 

First, it is in order to give you a 
little picture of the conference itself 
so that you will understand just 
what it was all about and be in a 
better position to convey the true 
meaning of the conference to your 
customers. 

Secretary of Commerce, the Hon. 
Herbert Hoover, heads the govern- 
ment department which has direct 
supervision of all matters concern- 


| easy enough to attend a trade 


ing radio. With the enormous 
growth of the industry, a great 
multiplicity of problems has de- 


veloped and Secretary Hoover is of 
the belief that the various branches 
of the industry itself should take an 


A Few of the Outstanding 
Recommendations 


Note that practically all of these 
recommendations have to do with 
broadcasting regulation which in the 
final analysis is the backbone of the 
whole radio industry. 

No more broadcasting stations added 
to the 600 at present sharing the 
eighty-nine available wave bands and 
a progressive reduction of those now 
existing. 

A clearing up of the copyright situa- 
tion by congressional legislation, if 
necessary, so that the listener will not 
be deprived of better programs which 
station operators are willing to pay for 
on some equitable basis. 

A gradual removal of high power 
broadcasting stations from congested 
metropolitan areas to diminish inter- 
ference now being experienced. , 

Public service shall be the determin- 
ing factor in the sustaining of all 
broadcasting privileges and no further 
granting of licenses on the basis of 
division of time with existing stations. 

Elimination of any and all direct 
sales appeals through broadcasting sta- 
tions, whether on bought time for the 
use of the station or by the station it- 
self. Name of concern and product 
only shall be mentioned. 

Elimination of spark telegraph inter- 
ference with broadcast reception and 
discontinuance of spark telegraphy by 
amateurs. 

There shall be no re-broadcasting of 
any programs without the written con- 
sent of the station from which the pro- 
gram is being sent. 

There must be no further duplication 
of wave lengths by stations operating 
on a license of more than five hundred 
watts power. 

Licenses granted by the government 
shall not be sold for profit or trans- 
ferred except by written consent of the 
Secretary of Commerce, in whose judg- 
ment the transfer is justified. 
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active part with him in straightening 
out these various matters. 

Therefore a National Radio Con- 
ference was called to meet in Wash- 
ington for the sole purpose of dis- 
cussing radio questions of vital 
importance and from these discus- 
sions, draft practical resolutions and 
recommendations for the guidance 
of the Department of Commerce. 

More than 400 delegates were in 
session, and they represented prac- 
tically every phase of the industry 
from all over the country, including 
operators of broadcasting stations, 
newspapers having radio sections, 
radio magazines, radio business pa- 
pers, broadcast listener organiza- 
tions, radio trade associations, radio 
dealers, manufacturers, commercial 
telegraph and telephone companies, 
amateur organizations and various 
government departments. 

Considering the various interests 
represented and the delicate prob- 
lems to handle, the proposals adopted 
by the general conference mark an 
extraordinary spirit of service which 
bespeaks the establishment of radio 
broadcasting on a more stable foun- 
dation and a higher standard of ser- 
vice to the public. 

Now, speaking of broadcasting: 
we must admit that it is the founda- 
tion of the entire radio structure, 
and that is why most every problem 
taken up at the conference involved 
the subject of radio broadcast be- 
cause it is at this point that the best 


(Continued on page 52) 











Two Unusual Displays That Created Sales 
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There is a growing custom of lighting residential grounds during the Christmas holidays, as illustrated in 

this picture. An interesting story is told about this particular picture. It is the residence of a lighting 

equipment dealer. He started lighting his suburban grounds some seven years ago. The idea caught on 

in the suburb and since that time many neighbors have adopted the custom and this dealer has sold a con- 

siderable quantity of equipment for the purpose. Merely another example of show window advertising, 
although at the start it was anything but a commercial thought. 





This is a picture of a radio show exhibit arranged by George C. Wille of the George C. Wille Co., hardware 

merchants of Canton, Ohio. It was his idea to illustrate “Radio on the Farm.” The exhibit was the feature 

of the show and well repaid the time and trouble of arranging it. The billboard on the bluff carried a 

small modei of the outdoor advertising done by the firm. The large aerial that can be easily seen was only 
a part of the many details of the radio idea. 
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Did You Ever Count the Adults 
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This topographic display for exhibiting an electric train was arranged for an industrial exhibition and 
proved as attractive to adults as to the youngsters. The American Flyer equipment is used. Such dis- 
plays can always be made locally attractive by taking as a model some well known district. 
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A train display to catch the attention of the American boy, who is the real customer for this equipment, 
would not fulfill its purpose without tunnels. These dark spots on the railroad supply the mystery and 
romance required. This display was designed by Bambergers Department Store, Newark, N. J. 
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Who Stop at a Toy Display? 
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In this toy window of the Household Outfitting Co. at Scranton, Pa., the mass, rather than individuality, 
is depended upon to attract. The electric train and its equipment is given the action place in the display, 
which means that it is used to attract for the entire window 











This table display was originated chiefly for office purposes to show how the Ives equipment is used. Those 
who inspected this were chiefly adults, who gave to it a great deal of attention. In the small space avail- 
able it carried the elements of interest that make it an interesting display 


Electrical Goods Section 29 














ne 
. 


~~ > ~ —— awe ee “66 ee Se Oe ee eee 


KS 


7 : 
/ 













Sold on 


Plan 


\ Electric Washer .and 


Monthly 
Fe Payment 











UNIVERSAL 








Electric Vacuum Cleaner 


Christmas is near. Holiday shopping has rapidly increased in 
volume, but it is not yet too late to order these particularly de- 
sirable gifts, the Universal Electric Washer and the Universal 
Vacuum Cleaner. 





The Washer is easy to sell on the Payment Plan—Five-Year 
Triple Guarantee and every desirable feature of safety and con- 
venience. The Vacuum Cleaner has the most powerful suction 
ever applied to portable cleaners. It gets even deeply embedded 
dirt—but none of the rug. No belts to break, no brush to clean. 
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Electrical 
Appliances 


There is still time to order these sensible Universal 
Appliances. They sell surely and quickly because holiday 
shoppers, today, prefer gifts which render useful service, 
not only at Christmas, but every day throughout the year. 
These goods amply fulfill those requirements. 
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LANDERS dl CLARK, NEW BRITA 
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Universal Appliances sell easily because the trade-mark 
has been favorably known in every home for three gener- 
ations. The quality, value and reliability are maintained 
at the same high standard and backed by guarantees. 
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Two Minute Lamp Study 


We believe that in the future 
many lamps for the home will 
be purchased because they 
have traceable lineage and 
may be used consistently with 
whatever style of decoration 
may be employed in the room 
for which they are intended. 
We will accordingly show a 
series of “well bred” modern 
ancestry 


lamps, trace their 


and suggest selling displays. 








Photograph Courtesy Khouri 


Italian 


Ke OR many years all of London’s smart set has gone to Italy for 
fall “After-Tourist-Invasion” and for Easter—now we find many 
American names in the list of Venetian fashionables. 





This means a keener appreciation of Italian art and a stronger 
demand for lamps for use with furniture inspired by the Renaissance. 


We show here an interesting group of Italian merchandise which 
might well be used for window or small table displays. We have 
two lamps of Italian majolica, one mounted on a bronze base and one 
wired through the vase, both equipped with parchment shades, hand 
painted to match the vases. 


Parchment and vellum shades are particularly suitable for lamps of 
Italian influence because these materials were used extensively for 
window panels. 

Grouped near these lamps are two vases which may be sold as such, 
or on special order, to be made into lamps. The Florentine leather 


adds a nice contrast to the strong color in the lamps, and is associated 
merchandise, often proving self selling when displayed this way. 
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“The New 


National MAZDA Lamps 


IVE new, inside frost National Mazpa lamps 
will soon replace forty-five of the most com- 
monly used types of lamps between 15- and 

100-watt size, and will take care of practically 
These new 
lamps have many improvements and advantages 
over the forty-five lamps they replace. Two of 
these five new lamps are already available, and the 
others will be announced about the first of 1926. 


every home lighting requirement. 
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The new National Mazpa lamps are frosted inside. 
They diffuse the light and reduce glare, yet give 
practically as much light as clear lamps of the 
same wattage. 

Being a neutral in color, the new lamps harmonize with any 
background. The bulb shape is new and pleasing, and the 
lamps are easily cleaned because the frost.is on the inside. 
Tell your customers these many advantages and sell the 
lamps by the carton. 

By having five instead of forty-five, your lamp stock, as well 
as your sales efforts, will of course be greatly simplified. 


@ NATIONAL @ 
MAZDA LAMPS 


A GENERAL ELECTRIC PRODUCT 
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When Sunshine Fails, The — Reveal Added Beauty 
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Above is the home of one of the country’s best known 
hotel men. His appreciation of light brackets is plainly shown. 
Mica shades enable these lights to show new beauties of the wood 
panels. The window is the daylight center and continues its place 
at night by the Chinese vase lamp with embroidered shawl shade. 
Twin tables bear matched bronze lamps with Kasu shades. The 
balance of light decoration in the room below is evident. There is 

a pair of Chinese vase lamps, two-tone taffeta shades with moss 
trimming and on the console table a pair of bronze lamps 
with multicolored striped, taffeta shades, moss bound, 

which make the davenport an inviting reading spot. 
At the left is an unusual lacquered lamp with 
parchment shade conforming to the cabinet. 
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Photos by Mattie E. Hewett 
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ATWATER KENT 
RADIO. 


Work fast 


Send that 
wite foday . 


wa those belated Christmas 
S 


hoppers rush into your store to 
buy Atwater Kent Radio, what are 
you going to tell them? 

Are you going to shake your head 
and say, “Sorry—we’re sold out”? 
Or will you, instead, pick up your 
sales-book and answer, “Certainly, 
we made provision for last minute 
customers”? 

Are you prepared to collect your 
full share of Christmas prosperity ? 


You are well aware that December 
is radio’s biggest month. Reception 
is best. Programs are best. Manu- 
facturers’ lines are established. Un- 
certainty ends. The people stop put- 
ting off purchases. They swing into 
the buying mood. 

And the bulk of December buy- 
ing is Christmas buying. As surely as 
thoughts turn to Christmas, they turn 


Prices slightly 
higher from the 
Rockies west, 
and in Canada 
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nowadays to Radio—the perfect gift. 
And especially they turn to Atwater 
Kent Radio—the most desired of all. 

Are you ready for December? For 
Christmas? You will beifyavactnow. 


We have planned our production 
schedule with December fully in 
mind. Every month we have met a 
demand much larger than that of the 
corresponding month last year, and 
at the same time we have realized 
that this Christmas demand would 
be even more extraordinary, and have 
planned accordingly. 

But even the largest radio factory 
in the world, fully manned, running 
dav and night, has its limitations, Or- 
ders received woz can be filled, but if 
you delay we can guarantee nothing. 

Earnestly, we urge vouvortodelay. 

Because many of your customers 
will postpone their Christmas shop- 


- 
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these 


Model 20 Compact, including battery 
cable, but without tubes, $80 


Model 10, including battery cable, but 








ping until the eleventh hour there is 
all the more reason why you should 
be forehanded with yours. Youwon’t 
want to disappoint a single one of 
them. 

So get out your pencil and paper. 
Make your calculations. Leave a 
margin for safetv. 

Then wire or telephone your At- 
water Kent distributor—TODAY. 


Hear the Atwater Kent Radio Artists 
every Sunday evening at 9:15 o'clock 
(Eastern Standard Time) throughstations: 


WEAF ...+ New York WCAE ... Pittshurgh 
WJAR ... Providence wcco . Minneapolts- 
WEEI ,. . og » Boston St. Paul 

wri ).. Philadelphia WER <6 6 00 Buffalo 
ss alternating woc ....- Davenport 
wcaPp .. Washington WAG ... Morcester 
WSAIL ... Cincinnati a ee St. Louis 

WW) cccces Detroit 


Write for illustrated booklet of 
Atwater Kent Radio 
ATWATER KENT MFG. COMPANY 
A. Atwater Kent, President 
4736 WISSAHICKON AVE., PHILADELPHIA,PA, 





Model! H, with 9’ flexible 





Model L, with 9’ flexible 
cord, $17 without tubes, $80 cord, $22 
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Show Goods 
Before Asking 
About Price 


WOMAN entered a_ store 
A sere appliances are sold and 
asked to see some percolators. 

“About what price percolator did 
you want to see?” countered the 
salesman. 

“T don’t know; that is one of the 
things I came here to get help 
about,” said the woman. The sales- 
man looked so helpless after this 
remark that the woman turned on 
her heel and left the salesroom. The 
salesman, after a few muttered re- 
marks about people who do not 
know their own minds, went to wait 
on some other persons who were 
waiting for permission to take goods 
from the store. 


oes 


The woman went directly to an- 
other store, where there happened 
to be a training school for sales- 
people, and to the saleswoman who 
met her at the counter she said: 

“I would like to look at a perco- 
lator.” 

“This way, please,” said the sales- 
woman as she led her customer to a 
counter and remarked: 

“These are the gas percolators, 
but most of our demand now is for 
the electrical type,” and she picked 
up one of the gas type and was 
ready to start her sales talk when 
the customer expressed a preference 
for the electrical type, as the sales- 
woman had expected. 

“The electrical type are at this 
further counter,” she said as she led 
the way and picked up a well con- 
structed percolator of attractive de- 
sign, about midway in the price 
range sold by the store. 

Rapidly dismantling the percola- 
tors, she began her explanation with 
the operation of placing the cord in 
the socket, then applying it to the 
appliance. With a quick instruction 
as to how to hold the cord ends, she 
explained how the heat was con- 
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VUMULATUALEAAN ALL 


in their housekeeping. 


five letters. 


with a retail store. 





Where Was the Mistake? 


$20 for those who point out errors 


ing appliances. They asked many questions, indicat- 


ing that they were seeking to reduce living expenses 
The economy of maintenance was 


strong. Finally they asked the clerk: 
“How much will it cost to operate this table stove?” 
“About 4 cents an hour,” replied the salesman. 
“And how much for the toaster?” 
“About 5 cents an hour,” was the reply. 


\ elderly couple were looking at various electrical cook- 


Within the shopping radius of this store there were at 
least three rates for electrical current. Obviously this sales- 
man was repeating figures as to cost of operating appli- 
ances that he had read in some general literature. ELECTRI- 
CAL Goops Section will pay $15 for the best letter pointing 
out the mistake in this answer and $1 each for the next best 
The editors of ELECTRICAL GOODS will be the 
judges. Because of the number of answers received, it will 
be necessary to consider only those who state connection 


Address Sales Contest, ELECTRICAL GoopDs, 239 West 39th 
St., New York City. Competition closes Dec. 20. 
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centrated upon the small well at the 
center, so that when a very small 
amount of water was heated the 
pumping began and told the cus- 
tomer the truth about the time neces- 
sary to make nine cups of coffee. As 
a passing remark, she mentioried the 
cost of this operation for a week, 
with the percolator in use two meals 
a day. 

This explanation completed, she 
mentioned the fact that there were 
other sizes, spoke of the price range 
and called attention to the complete 
line on display. The customer, after 
a glance at the display, walked to 
the most expensive set and asked 
about it. 

Then the sales talk became inten- 
sive and the saleswoman, in justifica- 
tion of the price of this percolator 
set, made frequent references to 
lower priced sets, calling attention 
to the difference between it and the 
others, ending her talk with the re- 
mark, “This is the newest design 
and it is the intention of the com- 
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pany to limit the production of this 
coloring and design. Only those 
two color designs are going into 
mass production on the vitrified 
china line.” 

The customer bought the high 
priced set and this sales ticket about 
equaled the total day’s work of the 
first salesman referred to. 





The idea set forth here is that 
most people go to a store for help 
in making up their minds as to what 
they should pay for an article. They 
want to know the reasons for the 
higher price; if it is justified and 
how. 

In most cases the question “What 
price did you expect to pay?” is con- 
sidered a sign of laziness and weak- 
ness on the part of the salesperson. 
In electrical goods there is always 
a reason for price difference and 
only by knowing these reasons can 
higher priced sales be made. Mere- 
ly to say “It is better,” is an ab- 
solute confession of ignorance. 
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by better Jalesmen 


Good Selling 
Points from 
Lamp Problem 


HE Lamp Sales Problem in the 
last issue of EECTRICAL GOODS 
brought some very interesting 
answers, probably more keen sales 
analysis than any problem so far, 
even if the number of replies has 
been exceeded in other months. 
Mrs. Bernice Bowser, lamp editor 
of ELECTRICAL GOODS, says that the 
use of “style” argument, in the sense 
of a passing vogue, is one of the 
great errors in selling lamps, so we 
had this in mind as one of the chief 
points. A few of the correspondents 
did not mention this point, but most 
of them. pointed it out. 
The awards this month are: 
N. P. Frayseth, Frayseth’s Hard- 
ware, Milan, Minn. 


T. J. Lonergan, John Boesch Co., 


Burlington, Iowa. . 

Miss Amelia L. Navarre, W. F. 
Schmidt, Monroe, Mich. 

Miss Janet Sutcliffe, C. H. Bauer 
Co., York, Pa. 


Mrs. Elizabeth Martin, Jones 
Store Co., Kansas City, Mo. 
Alice F. Robertson, Nebraska 


Power Co., Omaha, Neb. 

Mr. Frayseth’s reply is so to the 
point that we will quote it. He 
writes: 

““1.—Saleswoman should have ex- 
plained that such a lamp, though 
very pretty and colorful, was not 
suited for a living room recess. 

“2.—Should have showed the cus- 
tomer lamps suitable for living room 
which also had cheerful color, po- 
litely stating that such a lamp 
would make a more cozy setting for 
&4 man and would be in harmony 
with the other furnishings in the 
room. 

“3.—Since a lamp is bought for 
more than one year’s _ service, 
nothing should be mentioned about 
the style for the year. 

“Explanation. —If customer 
bought the lamp referred to, she 


Electrical Goods Section 





the customer. 


spot in this room.” 


up any room.” 





The Problem 


HE woman, rather obviously a bride and in all probability 
furnishing her first home, was looking at lamps. She had 
pretty well canvassed the display when she took station by an 
ivory lamp with polychrome flowers, rose silk shade, lace 
trimmed. Let us grant that it was an attractive lamp as it 
stood in the lamp department. 
“Will this lamp be suitable for my large living room?” asked 
“You see, I want a cozy corner where my hus- 
band can read, but I want it to be pretty too. I don’t want a dull 


“Oh, yes, indeed!” was the answer. 
style this year, and it has so much color that it will brighten 


The saleswoman approached: 


“This lamp is all the 








would have been unsatisfied with 
the purchase afterward and, conse- 
quently, would not again patronize 
the store, while if she had been sold 
the proper lamp, she would have been 
satisfied and had great confidence in 
the store, become a regular customer 
and advertise it.” 

T. F. Lonergan writes: “It would 
have been much better for the sales- 
woman to tell the truth than to sell 
her this lamp and have her husband 
poke fun at her about her selection, 
with the result that she would either 
ask for an exchange on this lamp, 
or put it in her boudoir where it 
rightfully belonged, and then go to 
some other store and purchase a 
lamp suitable to her needs. All the 
advertising in the world could not 
bring the woman back to this de- 
partment, once her confidence had 
been shaken.” 

Miss Janet Sutcliffe says: ‘“Sell- 
ing and telling a prospective cus- 
tomer that a bedroom style of lamp 
suits a living room often results 
in the loss of that customer’s busi- 
ness in the future.”’ 

Mrs. Elizabeth Martin comments 
in part: “The mention of a cozy 
corner was a real opening for sug- 
gestion for a table lamp for an end 
table or some arrangement of this 
kind. The word ‘style’ does not seem 
to tone in with lamps. It sounds 
too much like clothing. It is true 
the lamp world does change, but we 
cannot refer to changes in terms of 
‘style or season.’ ” 
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Alice Robertson points out these 
errors: 

“1—No personal interest shown 
by the saleslady. 

“2.—No suggestions offered. 

“3.—No knowledge, apparently, of 
correct merchandise.” 

She adds: “A bridge lamp with 
direct lighting concentrates. the 
light where it is needed and is also 
the proper lamp for a cozy corner.” 

Amelia L. Navarre says: “The 
saleswoman should have answered, 
‘I will endeavor to assist you select 
the style that will be best fitted to 
make the room bright, cheerful, 
comfortable and attractive where 
your husband will want to read.’ ” 

Some of the letters not mentioned 
in the awards bring excellent com- 
ment. We will quote from a few: 

Mrs. J. A. Burgess, Seattle, 
Wash.: “The saleswoman did not get 
into the mind of ‘the prospect.” 

Russell Cooper, Cambridge, Ohio: 
“She thought because the lamp had 
so much color it would brighten the 
room. <A _ serious mistake indeed. 
The lamp colors may not harmonize 
at all with the color effect in the 
room—consequently the bad com- 
bination jars the nerves and the re- 
sult is not only ‘a dull spot in the 
room’, but a dull room.” 

Mr. Lonergan let it be known that 
he is quite up to late developments 
by his suggestion that “a bridge 
lamp with indirect lighting’ would 
have been suitable. This is quite 
the newest idea in bridge lamps. 








What Business Expects of Electricity 


| ig! this summary of his address before the National Association of Railroad and 


Utility Commissioners, Lewis 


E. Pierson, speaking as a vice-president of the 


Chamber of Commerce of the United States, outlines the goal he sees for the public 
utility companies; especially the electric service companies. 

Mr. Pierson, as Chairman of the Board of the Irving-Columbia National Bank, is 
closely associated with the financial management of electrical interests. 

In his address Mr. Pierson, speaking on the subject, “Progress, Prosperity and 
Horsepower,” paid a high tribute to the electrical industry for making possible the 
industrial leadership of this country, and he pointed out the need of continued ad- 


vancement by the service companies. 


vision in the guidance of the great forces 
which are building for the future prosperity 
of our common country. World-wide influences are 
at work with which America’s industries must reckon. 

Other nations, which have observed America’s rapid 
rise to industrial leadership, are already beginning to 
adopt and in some instances to improve upon the meth- 
ods of industrial production through which America’s 
leadership has been achieved. 

To preserve American supremacy and to maintain 
American standards of living, we shall have need of 
all the energy, all the initiative and all the foresight 
that have brought us thus far along the road. 

Our States have set up machinery in their regulatory 
boards and commissions to make sure that their expand- 
ing utilities shall not be tyrannous in the exercise of 
their strength. They have set definite limits upon the 
rates that the utilities may charge; they have estab- 
lished standards of service to which the utilities must 
adhere. The protective powers of the utility commis- 
sions have been developed to the point where the whole 
strength of the government can be invoked against any 
utility which might venture to injure the rights of 
the humblest citizen. 

All this is right and proper. But, on behalf of 
American business, I submit to you that the emphasis 
thus far has been all too much on the restrictive powers 
of public regulation and too little stress has been placed 
upon public encouragement of the utilities which are 
essential to our national welfare. 

This is the message that I bring to you tonight from 
the associated business men of the United States. 

American business has watched the steady progress 
of our American utilities. It has seen them grow from 
small beginnings, from the awkward hope of the in- 
ventor and the pioneer, to the strong and prosperous 
agencies of public service which today form the basis 
of America’s whole industrial fabric. 

It knows the toil, the planning, the sacrifice which 
have gone to build up these utilities, the- discourage- 
ments that have been surmounted, the difficulties which 
have been overcome. 

It looks about the nation today and it sees these 
utilities spending vast sums of money each year for 
improvements and new developments. And it recog- 
nizes that there has been gathered together in America 
a trained and skillful array of utility executives, some 
of whom can show a record of service running back to 


4 J ODAY, as never before, there is need of broad 


the very beginning of their industry in this country. 

The accumulated strength and experience of Amer- 
ica’s public utilities, and of its utility executives must 
be preserved for the benefit of the nation as a whole. 

American business is not concerned with utility 
schedules or rates, with methods of bookkeeping or 
with franchises and rights of way. It relies upon you 
gentlemen, and the regulatory bodies which you repre- 
sent, to see that rates are just and reasonable and that 
the public’s rights are protected. 

American business is vitally interested, however, in 
the standards of service which the utilities maintain. 
It is keenly concerned that American industry shall 
have adequate power to run its factories and ample 
facilities for transporting commodities of commerce. 

It looks to the future, to a world in which every na- 
tion will be striving for industrial supremacy, and it 
knows that to maintain its place America must increase 
the power behind its workers, and make its system of 
distribution: even more flexible and efficient than it is 
today. 

It, therefore, urges upon you, who represent the 
public in your official dealings, to go beyond the mere 
letter of your duties. More than any other group in 
the nation you can stimulate the progressive develop- 
ment of America’s utilities. 

You can show by your attitude that the public de- 
sires its utilities to be strong and prosperous. You 
can make sure that proper incentive is provided to 
every utility to improve its methods and increase its 
effectiveness. You can exert the power and influence 
with which the public has invested you, not to restrict 
and hamper the forces under your control, but 
strengthen these essentials of national progress. 

The American public wants the utilities of tomorrow 
to be even stronger and better than the utilities of to- 
day. It wants to preserve the advantages which su- 
perior facilities now provide for the American worker 
and the American business man. : 

These ends will be achieved not by public regulation 
alone, but by the public cooperation which makes regu- 
lation intelligent. Regulation is of necessity the brake 
upon progress; cooperation provides the power that 
turns the wheels. 

American business relies upon the utility commis- 
sioners of the country to inspire our American utilities 
by their cooperation to larger achievement and wider 
usefulness, that they may continue to be the efficient 
and stalwart servants of the nation’s pre:perity. 
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Motor:- Oversize- 
Universal. 

V oltage:-110-120 
AC or DC, 
also supplied in 
special voltages 

Brush:-Best tough, 
Tampico-5 in. 
wid 


ée. 
Cord:-25 ft. 
Weight:-9 Ibs. 
Guaranteed fully. 
Retail price:- 
$42.50 





A Wonderful Christmas Special 
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The Most Extensively Advertised 
Electric Labor-Saving Appliance 
on the Market 


ERE is a brand new electrical labor-saver that fills 

a long-felt need. For years the demand has existed 
for a medium priced machine to polish waxed floors 
and linoleum. 

More than a half-million dollars will be spent next 
year to “tell the world” about this Johnson’s Wax 
Electric Floor Polisher. Color pages appear EVERY 
MONTH in Saturday Evening Post - Ladies’ Home 
Journal - Good Housekeeping - Woman’s Home Com- 
panion - McCall's - Pictorial Review - Modern Pris- 
cilla - American - Cosmopolitan - House Beautiful - etc. 


Big Sales Field 


The field for the sale of this remarkable new machine 
is enormous—not only homes but stores, offices, hotels, 
clubs, hospitals and all buildings where the up-keep of 
hardwood, tile, rubber and composition flooring has 
long been a problem. 














You make money from both sales and 
rentals. Our advertisements tell people to 
buy a Johnson’s Wax Electric Floor Pol- 
isher or rent one from their dealer for $2.00 
a day. Every rental means a profitable sale 
of Johnson’s Wax. 


We include FREE with every Johnson’s 
Wax Electric Floor Polisher a $1.50 John- 
son Lamb’s-wool Wax Mop and a pint (75c) 
of the famous Johnson’s Liquid Wax. Here 
is a fine “Free Goods” inducement to offer 
your customers. 

















From the retail price of $42.50 we allow 




















a discount of 25% on single machines and 
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25%-10% on 3 machines. The maximum dis- 
count of 25%-10%-10% applies to 6 or more 
machines, We can make prompt shipment 
in attractive gift boxes for the Holiday trade. 
Store and window signs and envelope stuff- 
. ers featuring the Johnson’s Wax Electric 

Floor Polisher as a Christmas gift are fur- 
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“The Floor Finishing Authorities” 


JOHNSONS WAX 
floor Polisher 














EDITORIAL PAGES 


A Standardization Idea 


YOME of the radio manufacturers are sending to 
dealers, and others interested, data sheets con- 
cerning their products. This is especially true of 
those manufacturers who make several items. These 
sheets are entirely different in form and purpose from 
any of the advertising. The information given states 
very plainly the uses of the set or part and warnings 
against its use for any other purpose. 

Some sheets we have seen are on odd sizes of paper 
and an attempt has been made to make them decora- 
tive or to give to them the appearance of advertising 
copy. That is a decided mistake. 

Dealers, we know, are appreciative of such data 
sheets as they give to the buyer and the sales people 
the information they should have in positive terms. 
When these data sheets are printed on filing size 
sheets, one side only, the probabilities are that the 
worthwhile dealer will file them where they will be 
of access to sales people and others who have a right 
to definite information. 

The idea is good enough for the electrical appli- 
ance people to adopt. We believe every merchant or 
head of a department would welcome such data for 
every new item that goes into his stock. This infor- 
mation can point out good selling points without ad- 
jectives and explain wherein the quality of the appli- 
ance conforms to the price. 

The standardization idea is that these data sheets 
would all be of filing size, be plain as to printing 
and show technical drawings where these are worth- 
while. These sheets should as nearly as possible con- 
form to a standard size so that data sheets for the 
same article from different manufacturing sources 
could be filed together. The dealers certainly would 
appreciate such a service. 





There is a good deal of talk about the electrical 
appliance line being new. Really it is not. 





What Draws the People 


HE recent New York electrical show carried a 

strong lesson in what attracts people. The crowds 

were always around the exhibits that combined action 

with the human element and where they could learn 
something. 

Perhaps the strongest single attraction of the show 
was the manufacturing exhibit of the Westinghouse 
automatic iron. The only trouble with this exhibit 
was that too many people wanted to see it. In order 
that the visitors admitted might see what was going 
on, it was necessary to admit only a single line of 
spectators and there was always a long queue await- 
ing at the door. 

Once inside, the spectators moved slowly, because 
the exhibit interested them. They wanted to know 
what it was all about and the progress was al- 
ways slowed up, where the exhibition of the clicking 
on and off was illustrated. | 
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Such exhibits attract crowds and spread the 
proper information about the more or less mysterious 
electrical appliances. There is a big: job of education 
of ordinary people about applications of electricity 
and, perhaps, because the electrical men understand 
these things so well, they have difficulty in compre- 
hending the ignorance of the great public. 

.More primary demonstrations will be wonderfully 
helpful and every electrical show should have some 
such exhibit. 





In former days a long handled fork was sold 
for toasting. Now a toaster is sold. It is better 
and the dealer makes a larger sale. 





Broadcasting Future 


ADIO’S future is closely wrapped in the future of 

broadcasting: The industry must depend closely 
for its sales on the ease and pleasantness with which 
the receiving sets can be used. This will be due en- 
tirely to the broadcasting, as without broadcasting a 
receiving set would be even more uselss than an auto- 
mobile without roads. Just as automobile dealers 
have interested themselves in good roads movements, 
so must radio dealers interest themselves in broad- 
casting. 

It was this reason that drew so many of the leaders 
in the radio set manufacturing business to Washing- 
ton to attend the recent broadcasting conference. 
Arthur Sinsheimer, who is well known to these lead- 
ers and whose ability to give calm consideration to 
radio problems has impressed these men, was pres- 
ent. He served on the important Broadcasting Ad- 
vertising Committee and listened to all discussions on 
behalf of the readers of ELECTRICAL GOODS. 

In this issue he tells what this conference did of 
value to dealers. Later he will tell what activities 
the dealer can promote to help put the industry on 
a sound basis. 





Someone took the old laundry tub, put an elec- 
tric motor on it and called it a washing machine. 
The improvement is worth the price. 





About the Noon Hour 


A* electrical goods buyer who has scored a remark- 
able success with his store was talking about his 
methods. He said in effect: 

“When I came to this store more than two years 
ago I knew nothing about the community. I gave 
my first orders on a basis of the store records and 
the ideas of some of my division assistants. But I 
wanted to know more than was apparent from the in- 
side of the store. I lived outside of the neighborhood 
and this is a neighborhood store. 

“So I took advantage of my noon hour and the din- 
ner hour in the evening when, for any reason, I stayed 
at the store. When I go out to eat I make a hurry 
up job of it and then I spend my time walking about 
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you may get some of the business, but that is not the 


the neighborhood, seeing what I can see of the peo- 
ple, shops and through windows into homes. 

“Gradually I decided that this department had 
missed its interpretation of the wants of the people 
of this community and I began to place my orders and 
make my displays on what I had learned from the 
people. The increase in trade has proved that we are 
much nearer to the needs of the people than before.” 

This man represented a neighborhood store in a 
large city. Eventually he moved to the community, 
but his merchandising success is largely due, he says, 
to his noon hour studies of the people, shops and 
homes. 





What is an electric grill but the small skillet 
and broiler of former days with the labor diffi- 
culties eliminated. 


Gift Sales Conferences 


HRISTMAS season should bring about many sales 
conferences in the stores. Every sales person in 
the store should know what lines are to be pushed. 
Every sales person must answer many questions from 
puzzled shoppers that can be answered only by nam- 
ing goods not in his or her department. 
For instance, the man who is buying something for 
a brother or a son in the sporting goods department 
is likely to ask the salesman for some suggestion as 
to a gift for his wife, sister or daughter. He wants 
to make this purchase without going to another store. 
If the gun and golf stick salesman has been in a 
gift sales conference, he will know about the lamp 
department, about the electrical toilet articles, or 
some other feature of this sort. But if he has not 
been coached as to what the store has in other depart- 
ments and something regarding prices, the chances 
are that he will not have a ready answer. 
Keep everybody informed as to leaders in other 
departments, so they can make suggestions when the 
time comes. 





The carpet sweeper was an improvement on 
the broom. The electric cleaner is another step. 


The Red Seal Home 


ED Seal homes are: being erected in many cities 

and the electrical organizations in these cities 

are advertising these homes and urging people to 
bring their homes up to the Red Seal Standard. 

Never forget for a moment that “In the Red Seal 
Home dwells an Al prospect for the sale of electri- 
cal appliances.” Anything that you, as a dealer in 
lamps and appliances, can do to promote Red Seal 
Homes will come back to you in increased sales and 
profits. 

Likely you as a merchant, or a salesman for appli- 
ances, do not derive any particular favor from the 
actual building of the Red Seal Home. That business 
goes to contractors. If you sell electrical supplies 
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point. The after market made possible by the build- 
ing of a Red Seal Home is so much greater than the 
market created by the mere building of the home, that 
there is no basis of comparison. 

The appliance merchant who does not aid in the pro- 
motion of a Red Seal Home campaign is very short- 
sighted indeed. That home will stand for a long time 
and each year there will be expenditures for electrical 
merchandise, because the home is equipped to use it. 





The electric range is merely an improved cook- 
ing stove and supplies the same function. 


Who Owns Electric Plants? 


REQUENTLY the electric service companies pub- 
lish lists of their stockholders by occupations. 
They tell how many preachers, lawyers, grocers, brick- 
layers, stenographers and other lines of endeavor are 
a part of the proprietors of the company that supplies 
the current that operates the appliances that you sell. 
If the service company in your community publishes 
such an analysis of the stockholders, get a copy and 
study it carefully; for it is an educative document. 
The chances are that you have never thought it worth 
while to solicit certain occupations for sales, and by 
studying this list you will find that among these occu- 
pations there are stockholders of the service com- 
pany. 

These people are interested in all things electrical. 
Also these people have their electricity bills paid, in 
their minds, for usually the idea is that they buy this 
stock and let the dividends pay their bills. They are 
not the sort of people who are always disgruntled be- 
cause their bills run a few cents a month higher. In 
the main, these people are good appliance customers. 








And because someone put some wires and a 
motor in these articles, some concluded the regu- 
lar stores should not sell them. 





There Is a Reason 


N a city of more than 200,000 people there was not, 

one bright fall morning, a single display of elec- 
trical appliances on any of the main shopping streets. 
This discovery came about through the accidental 
visit of a man interested in electrical appliances to 
this city between the hours of 7 and 9 a. m. As this 
was not a time for business or social calls, he went 
window shopping. 

He tramped the main streets and saw some beauti- 
ful displays of practically all lines of merchandise 
except electrical appliances. Then he turned into the 
side streets and here he found several window dis- 
plays, some fairly good, some bad and some worse. 
Some were dusty and others dirty. 

Also this observer found, in his opinion, why these 
appliances were not shown on the main streets. There 
were in these displays no special appeal to beauty or 
utility; chiefly the appeal was price. 














Dealers’ 
Part in 
International 
Broadcasting 


Week 


By ARTHUR SINSHEIMER 


one of the periods of greatest 

activity on the part of broad- 
casting stations throughout’ the 
world—and necessarily one of the 
big selling periods for the radio 
dealer—will come the last week in 
January, 1926, as the result of a 
committee meeting of the Radio 
Week Committee, of which your 
humble servant is a member. 

As was featured in previous 
years, the big idea of Radio Week 
will be the international broadcast- 
ing tests. Broadcasting stations in 
America will transmit special pro- 
grams each night until eleven 
o’clock, Eastern standard time for 
the benefit of overseas listeners; 
signing off for a full hour between 


[ one of the perio Radio Week, 


11 and 12 so that the American 
public may listen for foreign 
stations. 


As a member of the committee, 
I will first give you a few of the 
inside facts of what this radio week 
really accomplishes and why the 
date was changed from November 
to January. Then I will try to give 
you a few ideas as to how you can 
“cash in” on this big feature week. 

Having had the experience of 
two previous International Radio 
Weeks to guide us, the committee 
thrashed around trying to adopt 
some other means of creating a 
stimulus for the radio industry by 
featuring a special event week. 
While many ideas were brought to 
the table at the various meetings, it 
was finally decided that there were 
two good and sufficient reasons why 
the same name—lInternational Ra- 
dio Week—should be continued. 

First; it had all the publicity of 
the two previous events to its ad- 
vantage, and then it was the only 
big feature that was considered 
powerful enough to get everyone in- 


‘overseas’ 





Executive 
Radio Week, at Hotel Commodore, Left 
to Right: 


Committee, International 








Arthur Sinsheimer, ‘“‘Elec- 


trical Goods’; George Lewis, Crosley 
Radio Corp.; A. M. Caddell, American Radio Assn.; Lawrence J. Rooney, 
Talking Machine and Radio Men, Inc.; H. H. Eby, H. H. Eby Mfg. Co.; 
Heckert L. Parker, Magnavox Co.; Frank S. Osgood, National Radio Trade 
Association; L. A. Nixon, Radio Dealer; A. L. Alley, Radio Retailing; H. H. 
Cory, Northwest Radio Trade Association; Powel Crosley, Jr., Crosley Radio 
Corp.; Arthur Lynch, Radio Broadcast; R. W. DeMott, Radio News; H. S. 
Fraine, Radio Broadcast; W. C. Beerend, Wisconsin R. T. A.; G. S. 

McDowell, Atwater Kent Mfg. Co.; Geo. Furnace, Nat’l Carbon Co. 


terested. When I say everyone, I 
mean those who own radio sets and 
those who had not purchased one. 

To state it a little clearer, there 
seems to be an ever present thought 
on the part of the listening public 
that every distant station added to 
their list makes them feel a little 
bit prouder of their ability to op- 
erate their sets. 

While it is true that this idea of 
“distance” is diminishing more and 
more each season, and while in the 


two previous tests’ broadcasting 
from foreign countries was_ so 
“static-shocked” when it reached 


this country that it was almost un- 
decipherable, nevertheless the com- 
mittee had thousands of letters at- 
testing that while full programs 
were not received, the mystery and 
the novelty of listening across the 
ocean was a stimulus which the 
American public thoroughly _ en- 
joyed. ' 

Last year, more than fifteen for- 
eign countries participated in the 
overseas’ test and this year it is 
expected that broadcasting from 
every country where there is a 
transmitting station will be heard. 
During the last International Radio 
Week, listeners in practically every 
section of this country recorded 
stations, and American 
programs were heard in almost 
every country in Europe. 

This in itself seemed to be grati- 
fying to the American public and 
certainly with the scientific advances 
we have made since last year, the 
record of successful listeners should 
be even greater this year. 

Now the two reasons for chang- 
ing the event from November to 
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January. First; it was pointed out 
by the committee’s consultant engi- 
neers that atmospheric conditions 
for broadcasting overseas are much 
better in January than in November 
and this in itself should be suffi- 
cient reason for changing, but there 
is a much better reason; one which 
dealers will probably be more in- 
terested in. That is, that you 
naturally get a good selling season 
from September to the end of the 
year; sales then slacken a bit ir 
January and from then on until you 
run into the dull period. 

With this in mind, the committee 
unanimously agreed that if the 
event were run during the last week 
in January, it would be a stimulus 
to the sales which might otherwise 
be the slackening point in the trade. 
A sort of second breath can thus be 
obtained by all dealers who will 
cooperate in stimulating  Inter- 
national Radio Week, which will 
necessarily create additional sales to 
the listening American public. Some 
will buy to try the sensation of 
listening “across the pond.” 

Special programs by American 
broadcasting stations will also fea- 
ture this week and present indica- 
tions are that every station inthe 
country will make special efforts to 
present programs of the highest 
type. These programs will be re- 
leased by your local newspapers in 
plenty of time for you to work up 
ideas whereby you can make a per- 
sonal appeal to your customers. 

Final action of the broadcasters 
of the United States was taken at 
a meeting of the National Associa- 
tion of Broadcasters, held in Wash- 

(Continued on page 48) 
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236 GENESEE STREET 
UTICA, N.Y. 














August, 22, 1925. 


] Mr. R. G. Lees, 
Stewart Warner Radio Distributors, 
Utica, N.Y. 


Dear Sir: 


I wish to report to you the success I had in testing 
your sixty-five dollar Model Stewart Warner radio set. 


Being quite interested in the new idea of calibrating 
the center dial I tested it for accuracy and although the night 
was bad I managed through heavy static, to tune in nine stations 
which did not vary over one point on the dial on my station. ' 
This was quite surprising and knowing that KPO and KGO California 

"were on that night at midnight our time, I got up and after about 
@ half hour tuned them both in almost on the dot on the dial 
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Model 325—$80:00 












oe ictindisieniniiiems 
« ij 
y ‘ Y 
; A. 
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satisfied me to the extent that JI am sold on Stewart Warner 


the fact thet it is @ new set on the market. 
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calibration and was able to get the announcements of both with 


This sort of demonstration tnis time of the year has 
sets as an unusual sales proposition and we feel that we can do 
A job with it over any similar product on the market regardless of 


Thanking you for your tenacious efforts in trying to sell 
us on your product and trusting we will all enjoy & prosperous 





OU can't imagine a more enthusiastic group than our Stewart- 

Warner radio dealers. And why shouldn't they be enthusiastic! 
They tried the sets under adverse summer conditions and came 
through with flying colors in every case. 


The wonderful quality of tone, the extreme selectivity, the strong 
volume, the accuracy and simplicity of tuning gives them every 
selling advantage. And back of all is the Stewart-Warner reputa- 
tion, which in the opinion of many is in itself sufficient reason to 
buy a Stewart-Warner Matched-Unit Radio. 


Over ten million people are using Stewart-Warner products today 
and know Stewart-Wanrner quality. Soon over ten million people 
will be talking about the wonderful job Stewart-Warner has accom- 
plished in Radio. Will you be reaping the benefit in your locality? 


Tune in 


Station WBBM 
226 Meters 


TIME SCHEDULE 
OPPOSITE 


INSTRUMENTS TUBES 


























a Model 310—$175.00 


Model 320—$450.00 
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Our “dealer-made”™ plan guarantees you absolute protection. 
There are no other authorized Stewart-Warner dealers in your 
vicinity. You deal directly with Stewart-Warner Branches—we 
have no jobbers. And there will be no “bargains” in Stewart- 
Warner Radio. , 


Our national advertising is already creating a big demand. 


If you are interested in selling a high grade line that will give you 
real profit, prestige, protection and permanence, and furnish your 
customers with complete radio satisfaction, write for the Stewart- 
Warner proposition today! 


Address: Stewart-Warner Speedometer Corporation, 1826 Diversey 
Parkway, Chicago, Ill. 


a Mon. - 6-7 p.m. 
Stewart-Warner Tues. - 10-12 p.m. 
Programs Wed. - 12-2 a.m. 


Thur. - 9-10 p.m. 


3 e Fri. + 8-10 p.m. 
gad Sat. - 11-1 a.m. 
Sun. - 4-6 p.m. 

CHICAGO TIME 


REPRODUCERS ACCESSORIES 


COPYRIGHT 1925 BY S.W.S. COR’N 
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New Goods to Sell 


Electric Laundry Iron 





cx casfttint 


A 6-pound Hotpoint iron especially 
designed to withstand the heavy use 
given by laundries has recently been 
brought out by the Edison Electric Ap- 
pliance Co., Inc., 5600 W. Taylor Street, 


Chicago, Ill. Equipped with Hotpoint 
“Sheath Wire” heating element. Large, 
comfortable wood handle with all way 
through bolt and bakelite thumb rest; 
has extra heavy terminals of special 
alloy to which is permanently fastened 
the extra heavy heater cord and two 
piece attaching plug. Finished in high- 
ly polished nickel and has reversible 
nickel plated stand. Furnished in 110, 
120, 220 and 240 volts. 





Radio Lamp 





Made of stained brass or statuary 
bronze, this radio lamp brought out by 
the Faries Manufacturing Co., Decatur, 
Ill., has several attractive features. An 
arm extending 10% in. makes it ad- 
justable to any size cabinet and the cyl- 
inder shade swivel permits the light to 
be thrown in any direction. The height 
overall is 4% in. Wired with 6 ft. of 
silk cord, push socket and plug. Packed 
complete without bulb in single car- 
tons. 


_ 


Cabinet Sets 


Three four-tube sets with two stages 
of radio, detector, and with two stages 
of audio amplification are being manu- 
factured by The Dayton Fan and Mo- 
tor Company, Dayton, Ohio. The set 
illustrated below is O.E.M.7, the 1926 
model of last year’s O.E.M. 7. It has 
a solid mahogany polished cabinet and 
a piano hinged bakelite panel with dial 














FOUR TUBE RECEIVER 





markings finished in gold. The same 
circuit has been put in the O.E.M. 12, 
which is stripped of all cost not ab- 
solutely essential. The Dayola is the 
same as O.E.M. 7, but housed in a 
two-tone waxed and polished drop front 


mahogany cabinet with inclined panel ._ 


and room for “B” batteries. 





Flush Receptacle 


Harvey Hubbell, Inc., Bridgeport, 
Conn., have announced a new 30 am- 
pere polarized flush receptacle. The 
body is of rugged construction, made 
throughout of a special black porcelain, 
the face finished with a clean black 
glaze. Supporting lugs are of heavy 
metal, and have mounting holes suita- 





bly spaced to fit a standard two-gang 
outlet box 2 in. deep or over. Termi- 
nal springs are of heavy phosphor 
bronze and entrance slots, to receive 
cap blades, are arranged to prevent 
the reversing of polarity. Cap is of 
black porcelain with black glazed sur- 
face. Cord hole takes cords up to 
23/32 in. in diameter. Binding screws 
are extra large and protected by in- 
sulating disc fitting down over the 
blades, completely closing in the wiring 
terminals. Contact blades are of heavy 
gage copper. Plate of .060 in. brass of 
standard two-gang size, 4% in. x 
49/16 in. Standard finish, brush brass. 





Battery Charger 





The France Super-charger brought 
out by the France Mfg. Co., Cleveland, 
Ohio, charges both “A” and “B” bat- 
teries, operating from the light socket. 
Charges 2, 4, 6 or 8 volt radio or auto- 
mobile batteries at 5 to 7 ampere rate; 
up to 120 volts of “B” battery in series 
at varying rates as desired, without at- 
tachments. The push-pull principle is 
one of its features. Magnetism first 
pulls the movable electrode to the sta- 
tionary electrode with much force, the 
electrodes are then pushed apart with 
equal force in synchronism with the 
charging wave. 


44 


Radio Lightning Arrester 





An air gap type radio lightning ar- 
rester made of brown bakelite and 
brass provided with a petticoat to in- 
sure ample insulation, particularly in 
wet weather, has been introduced by 
the Wirt Company, 5221 Greene Street, 
Germantown, Philadelphia, Pa. A brass 
bracket is provided for rigid fastening. 
Terminals are extra heavy and so de- 
signed that the aerial wire leading into 
the set may be connected to the light- 
ning arrester terminal without cutting 
the wire. 


Radio Loud Speaker Unit 


The Cremona De Luxe loud speaker 
has been brought out by the Curtis- 
Leger Fixture Co., 235 W. Jackson 








Boulevard, Chicago, Ill. This loud 
speaker has a specially designed unit 
and is intended for use on the most 
powerful sets. The manufacturers 
claim that it gives a beautifully clear, 
balanced, even tone. The horn is of 
wood, compressed under heavy pres- 
sure, and has a satin gloss walnut mot- 
tled finish, with beveled base. The 
horn is 28 in. high with bell 14 in. 





Five-Tube Receiver 


Made exclusively of Dymac parts, a 
new five-tube receiver has been placed 
on the market by Electrical Products 
Manufacturing Company, 69 Sprague 
St., Providence, R. I. It is encased in 
a mahogany cabinet finished in walnut, 
with ebony handles. 





























































































































Why Let “Servicing Time” 
Eat Away Your Range Profits? 





Full Automatic Time 
and Temperature 
Controls 


Both are automatic features of 
L&H Electrics Ranges—easy 
to operate and absolutely de- 
pendable. The Time Control is 
much simpler than a_ clock. 
Accurate and unfailing, you set 
it at the time you want your 
cooking to start and stop. The 
Temperature Control regulates 


and maintains even heat, auto- 
matically stopping and starting 
current so that temperature does 
not vary. 

in current. 


Saves more than 40% 
















HEN you think of L & H Electric Ranges, consider them more 
than the beauties that they really are. 


Particularly, you will be interested in the many “anti-servicing” 
features which mean larger profits—money that remains a profit. Every 
range is built to eliminate profit-eating servicing time. 

In L & H Electric Ranges are such sales advantages as the one-piece, 
full porcelain enameled, rust-proof ovens; full porcelain enameled models 
throughout; even-heating, economical oven and cooking units; Full Auto- 
matic Time and Temperature Controls. 

Consider every L & H Electrics Range feature and you will surely want 
to have these ranges for your trade. The best jobbers handle L & H 
Electrics Ranges and Appliances—or, write us for further facts now. 


MANUFACTURED BY 


A. J. LINDEMANN & HOVERSON CO. 


435-437 Cleveland Ave., Milwaukee, Wis. 


Long Beach Building L&H Building 1636—14th Street 715 Bryant St. 
New York, N. Y. Chicago, IIl. Denver, Colo. San Francisco, Calif. 


ELECTRICS 


TRADE MARK 
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Ranges 

Reflector Heaters Heating Pads 

Turnsit Toasters Hot Plates 

Curling Irons Irons 

Waffle Irons Testing Ovens 
Table Stoves Urn Heaters < 
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Me Seat of porfedt 


-and the reason for the steady 
increase in Singer Radio Sales 


OUR customers hope to buy 

from you perfect reception. 
With the SINGER RADIO you are 
always sure to more than satisfy 
the most critical buyer. @ Dem- 
onstrate the SINGER to your cus- 
tomers and you'll quickly build up 
a profitable business. 





Every SINGER RADIO sold is a 
salesman for more sets. The suc- 
cessful sale of SINGER RADIO is 
due to one satisfied owner telling 
another—proof of SINGER quality. 


























READ THESE SPECIFICATIONS 


Beautiful 2-toned walnut cabinet, designed by 
an artist. Walnut panel and dials of Bakelite, gold 
engraved. Three dials—five tubes. Stations can 
be separated. Volume control to meet every re- 
quirement. The wave lengths range 160 to 550 
meters. Process wiring. Short leads. Bakelite 
sockets permitting the use of old or new type tubes. 
Each part individually selected and specially de- 
signed for best results, 


DEALERS—JOBBERS 

Write for our plan of distribution and 
dealer protection. We co-operate with each 
SINGER dealer individually; we work with 
him for success. Exclusive Territory and 
well planned national and local advertising 
assure profitable results. The list price of 
$87.50 is a modest figure for this high-qual- 
ity instrument. 


40 HUDSON STREET, Dept. EG, NEW YORK CITY 























Radio Accessories—A New Selling Job 
(Continued from page 17) 


makers recently placing their products on the market, 
are suggesting that certain mechanics of manufac- 
ture have a very important bearing on the service of 
the tubes. There will be many such claims and the 
merchant will do well to inquire as to the business 
reputation of the people behind these tubes. There 
will be scores of “gyp” manufacturers and mere claims 
will not sort the good from the bad. An inquiry into 
the business history of the personnel will usually 
supply that answer. 

The receiving set dealer who puts out several hun- 
dred sets within the next few years and who does not 
sell accessories, is going to find himself in the posi- 


tion that the automobile dealer has discovered that 
he is in. 


_The automobile dealer, for many years, scorned the 


“accessory business as much too small for him. Re- 


cently, when competition in the sale of cars cut into 
the percentage of profits of former years, he tried to 
sell accessories. Then he learned that during his big 
years he had permitted a lot of merchants to become 
established in his community, selling merchandise to 
customers that he had created by his car sales. In 
some cases the accessory and independent service 
shops were making more money than the car dealer. 

Be careful that in selling receiving sets, you do not 
neglect the after market and let some one set up 
shop around the corner and sell to your customers a 
lot of accessories, either regular stuff or gyp. In 
many cases the after market gives a greater profit 
than the original sale. 

The first step toward selling accessories is a ser- 
vice department. This implies an arrangement where 
your representative is at the call of the owner who 
is not getting results. Your charge for this service 
is your own concern. The man you hire should have 
a very large measure of common sense, some mechani- 
cal ability and should, by all means, be a salesman. 

This is the man who is going to carry the message 
to your customers that you sell the special brand of 
tubes, loud speakers and dry cells and other merchan- 
dise that you see fit to carry. This man should be 
well enough paid so that he will consider his regular 
job worth more to him than the commission on the 
goods that he sells. If he gets the idea that “com- 
missions are the thing,” his value to you is lost. 

The mailing list of your own owners and of worth 
while other people who have bought sets elsewhere, 
supplies a good means of advertising your accesso- 
ries. Be very sure to have on list the names of people 
who went to neighboring towns to buy, also those 
who bought of the exclusive radio dealer who failed 
after one season. 

Remember that every set that is not represented 
in your community by a good dealer is an “orphan.” 
The manufacturer is so far away and the set owner 
always looks to the dealer for his service. Cater to 
these people who have “orphan” sets and to those who 
have bought of dealers who do not have service. These 
people are going to be disgusted sooner or later, and 


(Continued on page 48) 
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HAVE YOU SEEN THE “1900” ——3% 





WHIRLPOOL WASHER 
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LWHIRIPOOL. 


CIRCULATORS 
Has these advantages 


1 BEAUTY — that, delights the | 


to Double Whirlpool Action. 

OCCUPIES LITTLE SPACE 

—goes through a 24-inch door. 
5 DIRT FILTER—washes in clean | 


SPEED and CAPACITY —due 


water. 

SPECTACULAR DEMON- 

STRATION —“‘It Tumbles the 
Clothes as it Circulates them’’ — 
“‘Over-and-Over and ’Round-and 
*Round.”’ 

SERVICE ECONOMY-—be- 

cause built like a fine automo” 
bile. 

SINGLE-PROFIT MANU- 

FACTURE-—over 90* madein 





Binghamton, N. Y. 


Send me a Whirlpool Washer on approval, at 








advertising, etc. 


NAME 


material, literature, a ready-to-mail Direct Adver- 
tising campaign, canvassing aids, newspaper 








t ADDRESS 
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1900’s own factory—makes pos- 
sible a finer washer at a profitable } 


. price. 


1900 WASHER COMPANY 
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Sales prove it a Sensation 


PERHAPS you have been wondering what happened to the 1900 


Whirlpool — after that first announcement some months ago. 


eye. 
| SAFETY—for clothes and for Here is the answer: 
children. The Whirpool met a storm of welcome which outran even our 24- 


hour production capacity. Four large distributors placed immediate 
delivery ciders for the largest number of washers ever ordered in 
the history of the washing machine industry 

We have made every effort to catch up with this astonishing demand 
—and enlarged production now enables “1900” again to open up 
new Whirlpool territory. 


SEND for this 
WHIRLPOOL SALES KIT 


The Whirlpool has everything you want in a washer—Beauty, Com- 
pactness, Capacity, Speed—and SERVICE ECONOMY. 

It is a washer you can take on with confidence—for it is every inch 
a true “1900” product. You do not have to spend your profits in 
after-sales service when you sell the Whirlpool. 

Every Whirlpool working part is machined to the thousandth of an 
inch—vital working parts case-hardened and ground. The Whirlpool is 
built exactly like a fine automobile—for long, quiet, trouble-free service. 


Prove it for yourself. Send the coupon for a Whirpool on approval 
—and the SALES KIT of selling aids which will bring prospects in 


your exp 
Send me, also, your complete Whirlpool “‘Dealer to see and buy this spectacular washer. 
Sales Kit’’—including window and store display 


THE 1900 WASHER COMPANY 
Binghamton, N. Y. 


Manufacturers of Washing Machines for 27 Years 


er BROS., FERGUS, ONT., Distributors for 
900”’ Washer Products i in Canada 





BUILT 


UP 


TO 


**1900” STANDARDS 
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Balkite 
Battery Charger 


Equip your set 
with 


Balkite 


Radio Power Units 


the ideal radio 


power supply 


The Balkite Battery Charger 
and Balkite Trickle Charger 
for charging “A” batteries— 
entirely noiseless. Balkite“B” 
replaces “B” batteries — for 
sets of 6 tubes or less. Balkite 


“B” II—for sets of 6 tubes 
or more. 


FANSTEEL PRODUCTS CO,, Inc. 
North Chicago, Iil. 


Ill 
FAN STEEL 
| a 


al 
Radio PowerUnits 


BALKITE “B” 
BALKITE “B” II 





Balkite 
—” II 




















BALKITE BATTERY CHARGER 
BALKITE TRICKLE CHARGER 
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Radio Accessories—A New Selling Job 
(Continued from page 46) 
they will probably buy the next set from a dealer who 


has a service department. 
Newspaper advertising on behalf of accessories is 


a local problem. If your space rates in newspapers 
are low enough in proportion to your number of own- 
ers, buy it and tell the public what you sell and why. 
If the rates are too high, then run a line in your regu- 
lar advertising mentioning your radio accessories and 
why you selected them. You can always use one item 
in an advertisement of specialties. Pictures must be 
relied upon to present the idea of the loud speaker. 
Pictures do not make much difference with other items. 

It is a new merchandising venture and the main 
thing is that you get into it before some more ven- 
turesome person runs away with it. 





Dealers Part in International 
Broadcasting Week 


(Continued from page 42) 


ington on Nov. 8, just prior to the Hoover Conference 
and they assured the committee that they will gladly 
stay off the air one hour each evening during Interna- 
tional Radio Week so that no interference from them 
need be feared. 

Now that you know something about this Interna- 
tional Radio Week and when it will take place, you are 
asked to make every effort to cooperate with the com- 
mittee in making it a big success. Practically the en- 
tire cost of the publicity is being financed by a special 
committee working under the auspices of more than 
thirty radio trade organizations in the United States 
and foreign countries. All we ask you to do, is to 
keep in touch with your local papers, which will help 
you in every way possible to get your share of the 
business which it is expected this event will create. 

Special window displays have been prepared and 
may be obtained at cost—if you are interested in 
these, let the writer know and he will be very glad to 
put you in touch with the secretary of the committee. 

Keep in touch with your local papers and get from 
them all the help they are in position to render, be- 
cause they are to get special publicity material which 
will have sales ideas that will be of benefit to you. 

Be sure to dress your windows and have show cards 
arranged calling the attention of International Radio 
Week to all of your customers and “window shoppers.” 
When you send out your bills, have a little folder or 
slip-sheet printed telling about International Radio 
Week, and how you can help your customers to get 
better results in their search for foreign stations. 

Don’t forget that the radio sets you have sold will 
need new batteries, new tubes and other accessories 
to bring them up to their fullest efficiency. 

That’s about all that I can tell you now, but rest 
assured that if there are any questions you want to 
ask with reference to this event or if there is any- 
thing further I can do that will help you to put the 
thing over successfully, from your angle of a mer- 
chant serving your community in the radio art, I will 
be only too pleased to cooperate. 
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Open Your Bank Book 


Figure what it would do to your balance to 

add the profit on twelve Thor Folding Iron- 

ers (just one a month) next year. Some Folds to size of a_ kitchen chair. 
dealers are selling a dozen times this—by Easily rolls to any cheerful* place 
good sales work and by tying up with our an aa” a closet or corner 


national advertising. 


It can be done. You can doit. We will help ite 
you. SEND IN THE COUPON 


Plan NOW to add Thor Folding Ironer 
profits to your 1926 balance. 


HURLEY MACHINE COMPANY 


New York Chicago San Francisco Boston 


Toronto, Canada London, England 


HURLEY MACHINE COMPANY 
2025 South 54th Ave., 
Chicago, Ill. 


Please send descriptive literature, prices, discounts and full 
information on the New Thor Folding Ironer together with your 
Productive Sales Plan. 


Name 
Company 


Addreas 
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Provides 3 electric outlets from 1 























Profitable Xmas Business 
Sell Hubbell Table-Taps along with 











tree lights and electric appliances 





We help you sell them. 
Hubbell Table-Tapds 
are regularly shipped 
im this attractive dis- 
play container — five 
Table-Taps to a con- 


tainer. Fine for 
counter and window 
display. 





Ht BBI LI 
a 


Table elap 





This hanger card is 
a good salesman, too 
Attractive. Printed in 
two colors. Supplied 
without charge. 


HUBBELL 


In most homes electric out- 
lets are scarce, Extra outlets 
for tree lights and new appli- 
ances seldom are available. 
When you sell tree lights and 
electric appliances, why not 
sell a convenient means of 
connecting them up—the 
Hubbell Table-Tap—and en- 
joy the extra profit? 

With the Hubbell Table-Tap, 
only one cord is plugged into 
the convenience outlet on 
floor or wall, yet three con- 
venient connections for elec- 
tric appliances are instantly 
provided. 

A Hubbell Table-Tap will 
accommodate the tree lights 
and son’s electric train. Used 
on the table, it provides con- 
nections for toaster, perco- 
lator and grill. Can be used 
on thé tea wagon, too; and 
in the laundry, for iron, wash- 
ing machine and fan. 

A Christmas gift of utility— 
packed in an attractive car- 
ton. 

Ask your electrical jobber 
for complete information and 


prices. 


HARVEY HUBBELL 


ELECTRICAL AL WIRING © on DEVIC 


wiw a. wy. CmIiCAago. tit. 


‘labledap 


W anted—A Move Toward 


All-Season Lamp Business 


(Continued from page 23) 
day delivery it is March before they receive their 
merchandise and get into their stride. 

January and February evenings are long. In many 
States March is the most unpleasant month of the 
year, so that a drive on illumination during these 
three months would speed up lamp sales beyond meas- 
ure. Thousands of people have purchased lamps be- 
cause they were “pretty” during the last five years, 
and now they realize that they cannot see clearly with 
these lamps. 

It might be well for the merchant to face the fact 
that, in the future women are going to be harder to 
sell to than in the past; they are daily more critical 
of lamps, and they will reject what many stores are 
offering because they know something about designs. 

Ten years ago women bought lamps and set them in 
their windows so their neighbors would know they 
owned a floor lamp. Now they are using them more 
sensibly. They are striving to prove their better taste 
and demonstrate their knowledge of design by buying 
lamps which fit into their particular type of decora- 
tion and lamps which suit their personality. 

These charts may be changed to a higher, more 
even line, if merchants and manufacturers will study 


, the cause and effect of lamps in the home and then 


buy judiciously, plan their sales campaign and so sell 
lamps during the four dreariest months of the year, 
January, February, March and April; when they have 
no big figures to beat. 





The Community Christmas Tree 


HE community Christmas tree is accepted as an 

expression of good will on the part of the elec- 
trical industry to the people of the community, but 
it is much more than that. 

It is really a presentation of the safety and added 
beauty that has been given to this greatest of all fes- 
tivals by the electrical industry. Such brilliance of 
illumination in the out-of-doors was practically im- 
possible ‘until electricity replaced flame illumination. 
In the home, the Christmas tree was loved but feared 
because of the toll of death and damage that was re- 
corded each year from flame accidents starting at the 
tree. Is it any wonder that President Coolidge joins 


in this movement? 

















CLASSIFIED ADS 


ATES : $.50 per line, all headings 
Mer: OO per inch in box , displayed 








Sales Representatives Wanted 














WANTED: Aggressive salesmen to 
handle leading line of decorated table 
lamps. State territory you cover and 
lines handled. Address Lamps, c/o 
ELECTRICAL GOODS, 239 W. 39th 
Bea Hs ee 
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Cabinet Range 

















A new electric cabinet range which 
cooks or bakes from any lamp socket 
has been introduced by the National 
Stamping & Electric Works, 3212 W. 
Lake Street, Chicago, Ill. Two flush 
receptacles are located at the rear of 
the range, one for cooking on the two 
top units and the other for oven bak- 
ing. A four-station, three-heat switch 
regulates the oven heat, low, medium 
and high. This No. 106 cabinet range 
is 84 in. high, 14 in. wide and 12 in. 
deep. The top is 12 in. x 22 in. with 
two cooking units, regulated by a two- 
way switch. It is made of sheet steel, 
nickel trimmed, with polished blued 
steel doors. 





Portable Lamps 

















A new line of portable lamps with 
a height of 14% in. overall and an 8-in. 
shade has just been introduced by The 
Jefferson Glass Co., Follansbee, W. Va. 
The lamp illustrated above is finished 
in imperial ivory and is furnished with 
a push socket, wired complete, with two- 
piece plug. 


Combination Cigar Lighter 








In addition to providing the motorist 
with a cigar lighter, the new combina- 
tion “electric match” introduced by the 
Cuno Engineering Corporation, Meri- 
den, Conn., provides a convenient 
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trouble and utility light, which will 
enable him to locate engine trouble, 
change tires, read road signs, etc. 
With the 12-ft. cord, he can reach any 
part of the car. The lighter has au- 
tomatic rewinding reel, with automatic 
ratchet stop operating on the shade 
roller principle, automatic switch, 
patented reversible ash guard making 
the lighter adaptable for pipe as well 
as cigar or cigarette, and is easily 
mounted in either wood or metal dash 
by drilling one hole. 





Star-Rite Grill 


Lad 





9. 
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With all metal parts heavily cop- 
pered and then nickel plated, the new 
Star-Rite grill has just been placed on 
the market by The Fitzgerald Manu- 
facturing Company, Torrington, Conn. 
There are nine individual pieces to the 
grill. The heating element is Ni- 
chrome. 





Waffle Mold 





Of highly polished steel, first copper 
plated and then nickeled, a new waffle 
iron has been introduced by the Rock 
Island Manufacturing Company, Rock 
Island, Ill. The handles are ebonized 
and interior insulation is of porcelain. 
Asbestos mats and dead air spaces 
protect the top and bottom from dis- 
coloration. 





Porcelain Receptacles 





Harvey Hubbell, Inc., Bridgeport, 
Conn., have recently put on the mar- 
ket a new line of Porcelain Outlet Re- 
ceptacles for use with either 3%-in. or 
4-in outlet boxes, on metal ceilings and 
concrete or tiled walls. The important 
feature of these receptacles is the met- 
al back plate designed to take either 
a round outlet box for conduit or the 
flat type cable box with fixture stud. 
These receptacles are made in the pull 
type with 6 ft. of cord, in the pull type 
with 8-in. insulated chain, and in the 


keyless type. 
51 


Kight-Cup Percolator 

















An eight-cup aluminum coffee per- 
colator has just been introduced by The 
Frank E. Wolcott Manufacturing Com- 
pany, Hartford, Conn. The specifica- 
tions are: paneled design; buffed 
finish; glass top; open-type spout; 
curved, ebonized wood handle; over-all 
height, 11% in.; equipped with Torrid 
cord set, “all-appliance” connector plug, 
with approved contact; 6-ft. asbestos- 
covered cord, heavily braided; and 
two-piece, separable attachment plug. 


Radio Highboy 




















A radio highboy with a_ built-in 
speaker and an Adler-Royal five-tube 
neutrodyne or for installation of any 
set, has been introduced by the Adler 
Manufacturing Company, 881 Broad- 
way, New York City. The burl walnut 
finished cabinet provides space for bat- 
teries. The height is 45% in.; width, 
33% in., and depth, 17% in. 


Push-On Fixture Bar 


The Austin push-on fixture bar, a 
new simple method of hanging close 
fitting ceiling fixtures, has just been 
placed on the market by The M. B. 
Austin Company, 108 Desplaines St., 
Chicago, Ill. The bar is simply pushed 
over the fixture stufl and the fixture 
is securely held in place. A _ brass 
plate is riveted to the iron bar and 
slotted in such a manner that when 
sprung on the threads of the fixture 
stud or nipple, it will sustain a dead 
weight of more than 100 Ibs. 

















The New Na-Ald Vernier with the 


1 2 Sales-making features! 


Never before has the trade been of- 
fered a Vernier which so fully satis- 
fies every demand of the radio fan 


ERE is the new Na- 

Ald Vernier Dial—a 
vernier so smooth and 
positive in operation that 
to try it is to want it! If 
it had no other qualities, 
the unusually smooth ac- 
tion of the Na-Ald Ver- 
nier would be enough to 
sell it before all others. 
A simple demonstration 
backed by an explanation 
of the twelve features 
given below is an irre- 
sistible sales appeal. 


2 It is of all-bakelite construc- 
tion—This Vernier is an Alden 
processed Bakelite Dial with only 
a minimum amount of metal. 
The metal is not “‘live’’ so does 
not carry the hand capacity to 
the panel—eliminating a serious 
objection to many vernier dials. 


= Fits all condenser construc- 
tions—This new Na-Ald Vernier 
fits all the various condenser 
constructions. It is 
one of the few Vern- 
ier Dials that can be 
used on a condenser 
with one hole mount- 
ing. It is attached 
quickly and satisfac- 
torily unde: eny con- 
ditions and does not 
require cutting of 
condenser shaft. It 
makes every fan a 
prospect. 


3 No back las h— 
smooth action—This 
vernier is extremely 
smooth and positive 
in operation and the 
possibility of back-lash 
is entirely eliminated. 
A strong sales appeal! 


4 No gears—The mechanism 
is enclosgd in the dial itself and 
is simple and sturdy. There 
are no gears. It cannot be in- 
jured by turning too far. 


5 It has power—This Na-Ald 
Vernier Dial has power to turn 
a double and triple condenser. 





Vernier Dial No. 6044 Brilliant 


G It is self-adjusting—adjusts 
itself automatically if condenser 
shaft does not run true. No 
comebac 


7 Ratio scientifically correct— 
The ratio of this Na-Ald Vernier 
provides for quick and accurate 
tuning. 


& Matches regular dials — It 
looks like the standard Na-Ald 
Dials. Fans can now use this 
vernier on the critical condenser 
and plain dials on the others, 
and all will match. Don’t for- 
get to stress this point. 


9 Fully guaranteed — Na-Ald 
Vernier Dials are guaranteed in 
every way if not taken apart. 


3O Template for mounting fur- 
nished with each Dial—A card 
board template is furnished with 
each Na-Ald Vernier Dial con- 
taining complete instructions for 
mounting. Template can also be 
mounted back of dial. Places 
are provided for marking sta- 
tions. It then provides a con- 
venient log of all stations. 


323 Obtainable in 
colors—This Na-Ald 
Vernier Dial is also 
made in the colors 
which have made 
such a hit with 
radio fans. An ex- 
clusive Na-Ald  fea- 
ture! Different colors 
are listed below under 
prices. 


12 Reasonably priced 
—Although every de- 
sirable feature is in- 
cluded in this new 
Vernier it is very 
reasonably priced. 
Prices: Black $1.50. 
Tortoise 

$3.00. Malachite 
Green $2.50. Garnet $2.50. 
Mahogany $2.50. 


Mail the coupon below for 
trial order of 6 Na-Ald Vernier 
Dials also full information on 
the new WNa-Ald 5-inch Dial 
and Na-Ald colored dials. 


ALDEN MANUFACTURING CO. 
Dept. P-2, Springfield, Mass. 


Alden Processed 














Sockets and Dials 
Mail This Coupon Today 


2 om et oe a a ae ee a ae ok et a a a a a ee a ae oe oe a ae ae oer 
Alden Mfg. Co. 
Dept. P2, Springfield, Mass. 

Please rush me trial order of ten Na-Ald Vernier Dials (to be billed through my 
jobber whore name appears below) also full information on the new Na-Ald 5-inch 
Dial and the new Na-Ald colored dials 
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How Broadcasters Are Helping 
Dealers 


(Continued from page 26) 


control over the entire industry can be maintained. 

For instance, you have probably often heard your 
customers complain that they didn’t like radio be- 
cause they have heard too much interference or, as 
they say, “too many stations come in on the set at 
the same time and at the same place on the dials.” 
Well, now you have a good sales talk in the fact that 
no new stations will come on the air to bother them, 
and most likely even some of those now operating 
will be discontinued if, in the judgment of Secretary 
Hoover, it is necessary in order to eliminate present 
interferences of that kind. 

Because of the copyright situation many stations 
have been deprived of broadcasting, for the enjoy- 
ment of the listener, certain popular musical selec- 
tions, but now, because of the recommendation that 
this important matter be properly legislated, you can 
tell your customers that they need no longer hesi- 
tate to buy their favorite set, as this point will be 
arbitrated at the earliest possible moment. 

Some of your customers may have complained that 
they were getting sick and tired of so much advertis- 
ing over the air. You can go right out and tell them 
that the committee on advertising passed a resolution 
condemning the use of radio broadcasting for direct 
sales effort and any form of special pleading for the 
broadcaster or his products. 

The report further “urged station operators to safe- 
guard their programs against the intrusion of pub- 
licity in any form that would be objectionable to the 
listener and consequently detrimental to others in 
the industry.”” What a beautiful sales talk you can 
develop from this recommendation of the special ad- 
vertising committee. 

As a matter of fact, practically every recommenda- 
tion made by the conference furnishes you with talk- 
ing points which you can profitably use to selling ad- 
vantage in your business. Every constructive pro- 
posal was made with one idea in mind, that of lead- 
ing to a solution of the many problems which have 
detracted from the enjoyment of radio broadcasting 
up to this time—the listeners’ enjoyment. 

And who are these listeners that dominated the 
spirit of every recommendation and resolution pro- 
posed at the conference? They are your customers, 
of course, and even though you most likely have read 
a great deal in various publications during the last 
few weeks about the work of the Fourth National 
Radio Conference, I doubt very much if it has ever 
been brought to your attention or if you yourself have 
fully realized that upwards of 400 leaders in the in- 
dustry were sitting in Washington with high govern- 
ment officials working for the betterment of your busi- 


ness. , 
Think it over, and then be the first one in your 


community to educate the listeners—your customers— 
as to what was done for them at the conference. It’s 
a good-will builder for you. 

(Continued on page 54) 
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THE IRVING MEANS MORE PROFIT FOR YOU 


For tone, range, volume and selectivity, the 
Irving is unequalled in its field and will hold 
its own against higher priced sets. 


cS» 


Distributors, jobbers, dealers—let us talk 
facts as they affect your radio business and 


profits. 


High price has kept radio out of thousands 
of homes which should be prospects for you. 


Low price, heretofore, has been associated 


with mediocre merchandise and buyers have 
hesitated about purchasing. 


The Irving has opened this profitable field 
to you and now is the time to step in and get 
your share of the moderate priced radio busi- 
ness. The Irving is priced to open new chan- 
nels for distributors, jobbers, and dealers and 
manufactured to compete with higher priced 
sets. 


The Irving is of the popular and efficient 
Tuned Radio Frequency (non-radiating) type 
now used by 95 per cent of the radio receiv- 
ing set manufacturers. 


In genuine solid mahogany or walnut cab- 
inets with bronze panels lacquered to match 
the Irving is as beautiful as it is efficient. The 
three models, the “‘Irvington’’ in mahogany 
or walnut finished cabinet, at $55.00; the 
‘Favorite,’ at $65.00; the “‘Aristocrat,’’ with 
a self-contained loud speaker, at $95.00 were 
designed to meet individual taste in style and 


price. 


We are establishing a nation-wide distrib- 
uting and selling organization and we want 
you to write us about our exclusive sales fran- 
chise. Our jobber and dealer policies are 
based on common sense, square dealing, and 
sound business principles which enable you to 
build up a permanent and profitable radio 
business. We will be glad to send you com- 
plete information about the Irving. 


IRVING RADIO CORPORATION 


Executive Offices and Factory: Skidmore and Culbertson Sts., Columbus, Ohio 


IRVIN G 
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Every woman likes to serve lunch- 
eon and visit with her guests at the 
same time 


Electrical Gifts— 
From a Woman's 
Viewpoint 


(Continued from page 25) 


But in all these places one is cer- 
tain to find a wallsocket or a lamp- 
socket to which to connect the elec- 
tric milk bottle warmer without 
much trouble or perplexity. 

Unless one knows the man very 
well, to the point of intimacy, there 
is apt to be considerable trouble in 
choosing a Christmas gift for him. 
Personally, I always like to give something useful and 
something the man is not apt to buy for himself. In 
the majority of instances I find electrical gifts meet 
these specifications. 

For example, there is the electric immersion heater 
which enables him to heat water at any time and any 
place for a shave or hot toddy, and it has the added 
virtue of being very reasonably priced. 

Then there is the electric cigar and cigarette lighter 
for his office or his room. This, too, is inexpensive 
and besides being tremendously useful is a novelty 
he will enjoy showing his friends. This gift is par- 
ticularly appropriate for those who are in the habit 
of smoking and reading in bed and infinitely safer 
than matches. That is, if one must do this at all. 

In our house we have two of these lighters. One is 
in the living room down stairs. It is tiny and easily 
moved from one spot to another and, of course, can be 
operated wherever there is a socket. 

Aside from its service as a utility it has more than 
once provided subject for conversation upon other- 
wise dull occasions when guests and conversation 
languished. The other one is in service in the study 
on the second floor. 

For the man who likes occasionally to play with 
tools, there are all sorts of electrical devices he will 
enjoy. For instance, the electric drill and soldering 
iron. Or he may be given a small utility motor for 
his work bench which he can rig up so as to run the 
grindstone and perhaps to turn the ice cream freezer. 

If he happens to be a bachelor living alone he will 
appreciate an electric coffee percolator, a grill or a 
toaster, and if his leaning toward culinary activity 
is even more pronounced he may even like owning a 
small waffle iron. 

But whether single or married, for home or office, 
there is a large and beautiful variety of lamps suit- 
able for desks, at the side of comfortable arm chairs 
and also there is a novelty lamp and ash receiver 
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combination that a great many men would like to 
father. 

In fact, a certain large department store has found 
it extremely advantageous to create every Christmas 
a whole department for men’s gifts and in this is in- 
cluded everything from dress accessories to radio and 
from automobile accessories to tools and tool benches. 
Truly such a department would be a godsend to many 
of us who try so hard to give our men folks something 
not only that they need but also that they will appre- 
ciate. 

Speaking of radio, there is under this heading alone 
a wide array of suitable gift suggestions. Everything 
from complete sets to accessories and tools. Particu- 
larly does this division offer solution to the problem 
of what to give that will be truly pleasing to boys. 
And for the lucky boys who already have a radio set 
there are electrical toys. Toys which not only enter- 
tain but instruct. Suggestions along these general 
lines will help many shoppers to a happy solution of 
the what-to-buy-for-so-and-so problem. 





How Broadcasters Are Helping Dealers 
(Continued from page 52) 


In adjourning the conference, Secretary Hoover 
thanked every delegate for the constructive work that 
was accomplished, and while the recommendations 
were only advisory, we were assured that the pro- 
posals would have a decisive influence upon legisla- 
tion which will be presented to Congress, and that 
the Department of Commerce would be guided by the 
suggestions so far as its present authority would per- 
mit, as he firmly believes in having the industry regu- 
late itself without government interference, so long 
as the listening public received the service it is en- 
titled to. And there we are—in a happy state of 
mind for the present, anyhow. 
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Our Big Introductory Offer 
Stil Holds Good 


(It’s covered by a ‘‘loss insurance Policy’’) 





Hundreds of dealers have made use of our special introductory offer to find 
out for themselves, and for their customers about 


THE QUESTIONER 


The Questioner is the BIG SELLER among 1925 Toy Numbers. The unique 
idea behind it made its popularity certain— NATIONAL ADVERTISING 


made its popularity a-country wide matter. 


You have still time to take advantage of our money making introductory offer (covered by 
our “loss insurance policy”) 


—if you write us now. 


KNAPP ELECTRIC CORPORATION 0 pon'citccrin.y. 


“AMERICAN INDUSTRY IN MINIATURE” 


Bench Drills Knapp Motors and Motor Electric Questioner 
Sensitive Drills Knapp Transmission Accessories Rheostats 
Punch Presses Accessories Miniature motors, battery, or Motor Generators 
Rocker Screens 3 pulley Countershaft A.C., D.C. from $1.50 to $5.50 Hand Generators 
Mixing Kettles 5 pulley Countershaft many models Motor Gear boxes 
Lathes 7 pulley Countershaft Knapp Bild-Own Parts Hand drive gear boxes 
Hack Saws 9 pulley Countershaft Transformer Electric Thriller 
Emery and Buffing Wheels The only 1-volt step Transformer Accessories 

vy) 















JOBBERS 


YOU CAN SELL TUBES 
with easy sales and nice profit if 
you sell TELEVOCAL TUBES. 
Service and a proposition worth 
while. Write today. 


DEALERS 
the country over are enthusiastic for 
our radio tubes of all types. 
Look into them! Write your jobber or 
ask us. 


TELEVOCAL CORP. 
67-A Fifth Ave., New York City 


Some territories still open for Mfg. Agents 
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New! ~ ,[opular seller fo ~ 362 


No. 229—Combination lamp and vase, 
wired for three lights, controlled by a 
button switch, height 18”, spread 14”, 
and finished in statuary bronze or any 
other finish. The vase is cut glass, 
amber colored, and the customer at once 
responds to its splendid appearance. 
OUR CATALOG OF OTHER READY 
SELLERS is yours for the asking. 
Also made i with 
2-It. drop and 2-It. 
eandle, 3-lts. and 
i fruit bowl. 
Price at 
to you 


$600 




















130 Mott St., New York City 
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Nationally Advertised 
Approved by Leading Testing Laboratories 


Guaranteed Quality—Popularly Priced 
Mi Mt Bian 
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RAL List T5e 
soc ca. AJAX socket prucs 75¢ EA. “B’ Heater Cord Set 
TWO OR THREE CONNECTIONS FROM ONE SOCKET Heater Plug and Parts 


Leaves Lamp in Position intended +. Permits Use of 
Ordinary Shade Hoider; Screws into Flush Receptacies 
Without Int ring With Door—INSIST AJAX 
- Ad] tj 
2-4-1 45C EA. \. a 








List 60c we 
‘“R’’ Extension Set 
Standard and Special 


—_ 
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Manufacturers and Jobbers Supplied Complete or in parts at liberal discount 
to allow profitable resale. 


AJAX ELECTRIC SPECIALTY CO.—St. Louis 


Complete Price Sheets on Request 











Sell after dark 


MODERN lighting makes windows sell. 
Signs too. No attendance needed. No waste. 
lam a TORK CLOCK. I turn electric lights 
on & off every night regularly. $20 all over 
U.S. Ask any electrician. Tork Manual tells 


how to capitalize windows. Free. Write for it. 








TORK COMPANY, 8 W. 40, New York 





56 





“Then,—and Now” 


By Hope Conner 


When Mother started keeping house 
"Twas done a different way, 

From the labor-saving methods 
Employed in homes today. 

She used to rise at four a. m. 

And did her level best— 

To chop wood for the kitchen fire, 
And not awake the rest. 


Then when the fire was glowing bright, 
She filled the coffee pot, 

And cooked the ham and eggs and toast, 
And served them piping hot. 

But when the meal was cleared away, 
Her work was just begun; 

A big day’s washing waited, and 

She washed from sun to sun. 


Tomorrow would be ironing day, 
And so when she arose— 

She’d set the flat irons on to heat, 
And dampen down the clothes. 
Then many weary steps she’d take 
From stove to ironing board; 

And never stop, till in the “press” 
The last small piece was stored. 


Next comes the dreaded cleaning day, 
When Mother starts a war— 

On all the pesky specks of dirt. 

That mar her shining floor. 

She turns the house ’most inside out, 
And polishes each room; 

All this she does with no more help 
Than dustpan, brush and broom. 





And when you see the modern dame 
Her hardest work turn off— 

By simply working with a switch, 
Rejoice with her,—don’t scoff. 
Remember that to her it means 
Burdens will be lighter; 

And in the future, with this help 
Life will look much brighter. 





Her servant is invisible, 

But that, this fact don’t change— 
That cooking’s pleasant, since she got 
Her new electric range. 

The vacuum cleaner does the work, 
That used to take a day; | 
And does it better in an hour— 

The easy, modern way. 





And those who sell electric goods— 

Are helping every day, 
To rescue women from their work, , 
And drive dull care away. 

Sales volume’s high, but still it shows 

A steady upward trend, 

And every time a sale is made— 

Some salesman makes a friend! 
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The Four Aces of Radio 


A Good Hand 
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We Are Manufacturers—Not Assemblers 


Vv; fe in si tt City 


Trade an. 


UTAH RADIO PRODUCTS CO.,_ -:- ‘CHICAGO 


1427 South Michigan Avenue 
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a new type of | 
illumination: 


A mirror silvered on the bulb con- 
stituting a properly shielded and 
highly efficient source of light is the 
basis of Silvray superiority. 


# We offer youd 


Merchandising (dea 
appealing to thousands 


at a 5 % discount 


You have sold thousands of people bridge lamps of all types. 
Most of them are not properly satisfied. The fault is with the shade 
and bulb. Now make a repeat sale to each. 






















We now offer you a Silvray Indirect Lighting Unit, 
which you can sell these same customers, rendering real 
service to them and building your own sales! 


An attractive Batik bridge shade, with a 50 watt Indirect 
Silvray bulb, packed in an individual box $4.70 list 


This unit may be used on any bridge lamp, and each 
one is a’ go-getter’ salesman creating a demand for the 
entire Silvray line—a line your department will wel- 


wm. ie asall - 





come. 3 
itera | . eit” 
ox Shite fix: If you wire today we can give et ar 

Pee Saat you a limited number of these —_ gag BY 
units in Holly Boxes,—a new, e = 
rapid selling Christmas Gift @ *. 
Item! L- ; 

i = 
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SILVRAY COMPANY, Inc. 


103 Park Avenue New York City 


Lamp Works: 23rd St., New York City 





Fixture Factory: Baltimore, Md. 
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Discount and Sales 
Support 


Discounts on the New Gainaday 
are just as attractive as the beauty, 
simplicity and operation of the 
washer itself. They are big enough 
to enable you to make a liberal and 
lasting profit on each sale. 

You also benefit by a generous 
newspaper advertising allowance— 
a specific amount for each washer 
purchased. 

Dealer helps, including newspaper 
ads, direct mail literature, window 
displays, and movie slides are yours 
for the asking. Trained factory rep- 
resentatives will assist you in plan- 
ning and carrying out a definite and 
resultful sales program. 





The 
Demonstration 


The beauty and simplicity of the 
New Gainaday attracts interest— 
and one demonstration proves its 
superiority. Here is a new washing 
principle whichhas eclipsed all com- 
petition. Washes a tubfull of dirtiest 
clothes in 3 to 5 minutes. Flexible 
capacity from a handfull to 10 lbs. 
of dry clothes. Cleanses every thread 
and without the slightest wear on 
daintiest garments—not a moving 
part inside the tub. Cleans itself. 
Right or left handed wringer with 
balloon type rolls, one pressure 
screw, instant safety release. 





| Start the New Year with the 
| New Gainaday 


_ The success enjoyed by thousands of Gainaday dealers in 1925 
| may be yours for 1926. The New Gainaday franchise is valuable 


i 


GAINADAY ELECTRIC COMPANY 


3016 LIBERTY AVENUE, PITTSBURGH, PA. 


“i, Now = 
| @ a 


| —it opens up a wonderful profit opportunity to the merchant 
| awake © to its icone Write or wire —_ omg details. 


ee 


O26 Rice Pe Service 
idcer Profits/ 


Mechanical 
Features 


The New Gainaday is five years 
ahead of the field. It’s the simplest 
washer built—quiet, sturdy, power- 
ful, safe! Only five parts in main 
gear case. Timken roller bearings. 
New type friction drive. All-one- 
piece tub pressed from 33 oz. drawn 
copper, nickel-tinned inside. 


Cabinet of automobile body stock. 
Die cast aluminum wringer. Washer 
dismantles into 3 units for one man 
delivery. Nothing to get out of 
order—positively no servicing han- 
dicap after sale is made. 




























Flan now for 


RCA has spent the better part of 1925 in 
research and development-—to raise the 
standard of the radio art. New principles 
have been uncovered—and every new prod- 
uct has been the object of untiring re- 
search, to be sure that every piece of ap- ss 
paratus put out would be absolutely right— RCA Loudspeaker, 
and would meet the most critical demands Saaiieaaiaaiees 
of the public. The new RCA line fills, 

today, the demands of tomorrow—with: 








A uni-controlled five-tube set 
that out-does all previous tuned 
radio frequency sets; 





A six-tube Super-Heterodyne and 5 ou 
an eight-tube Super-Heterodyne RCA Loudspeaker, 
that can either be used with dry ee 
batteries or adapted for A.C. 
drive; 
A de luxe Radiola, with power ae 
speaker and complete A.C. drive . “‘Duo-Rectron, 
;' 6 
—no batteries at all; — 





Radiola 20, with 5 
Radiotrons, list $115 
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Radiotrons and loudspeakers to 
bring up-to-date the sets you sold 
last year, and to make the new 
sets greater in performance. 


RCA-Radiola 


MADE BY THE MAKERS RADIOTRONS 


PES KL aegis 2-0 rr ee 








~ + RCA Loudspeaker, 
Radiola 25, with 6 Model 104, list $245 
Radiotrons, list $165 
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RADIO CORPORATION OF AMERICA - NEW YORK - CHICAGO - SAN FRANCISCO 


py ten RES 
vw 
Me™ 




















